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A. Christmas Jin gle 
FOR CASH REGISTERS 


Dealer: “Jolly little Hotpoint man, 
Lean your ear this way, 
Christmas Day is almost here 
And I must make it pay. 





Hotpoint turned the trick last year. 
More help’s needed now! 

Tell me what I ought to do, 

Before you make your bow.” 





: “Since you want to make big dough, 
I won’t let you down. 


Build a big Hotpoint display 

And you'll lead the town. & &, 
Gifts for Mother, Sister, too, Ce ar Ye ei 
Sweetheart, Wife and Aunt, Ps mL? 
When it comes to buying gifts, 

There’s no such word as ‘can’t.’ ” 


“Right you are my little pal. 
Pil start in right now, 
And stock up well with Hotpoint gifts. 
Thanks! You’ve shown me how. 


Now, give me just another nudge 
And tell me if you please, 

What appliances will give 
Comfort, joy and ease?” 





Redman: “Hotpoint Irons have led the race 
For a decade or two, 

Hotpoint Mixers, Percolators, 
Toasters, Cookers too. 


Coffee Makers, Chafing Dish 
Waffle Irons and Urns, : 

For these and other Hotpoint gifts 
Every woman yearns.” 


NATIONAL ELECTRIC HOUSEWARES WEEK 
DECEMBER 2-7 — PROMOTE & DISPLAY 


GENERAL @ ELECTRIC 


General Electric Company, Merchandise Department, Section E-6311, Bridgeport, Connecticut 
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Just AMONG OURSELVES 


Patman Preamble— 
Identified as HR 8442, the 


Patman Bill is due for early con- 
sideration in the next Congress. 
Qualified opinion is somewhat di- 
vided on its possibility of passing 
“as is.” The preamble to this pro- 
posed legislation tells the story 
as follows: “A Bill to make it 
unlawful for any person engaged 
in commerce to discriminate in 
price or terms of sale between 
purchasers of commodities of like 
grade and quality, to prohibit the 
payment of brokerage or commis- 
sion under certain conditions, to 
suppress pseudo-advertising al- 
lowances, to provide a presump- 
tive measure of damages in cer- 
tain cases and to protect the in- 
dependent merchant, the public 
whom he serves, and the manu- 
facturer from whom he buys, from 
exploitation by unfair competi- 
tors.” Surely this covers the sit- 
uation as experienced by both re- 
tailers and wholesalers in the 
hardware field and sums up a 
remedial legislative program. 


Patman Bill— 


Taken at face value the intent 
of the Patman Bill is to stop dis- 
criminatory price advantages en- 
joyed by chains and mail order 
firms. If so, this is the first really 
useful anti-chain legislation de- 
veloped. It would strike at the 
very heart of the unfair competi- 
tive problem faced by indepen- 
dent merchants in all lines. Tax 
measures which may and do 
spread to cover all retail stores 
are a doubtful help—for the levy 
on chains cannot be made high 
enough to curb the unfair price 
advantages. The proposed Pat- 
man Bill is the outgrowth of a 
Congressional investigation which 
began with a study of the Ameri- 
can Retail Federation. It became 
an inquiry into: special prices, re- 
bates and advertising allowances 
enjoyed by large chain outfits— 
notably the A & P grocery chain 
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By CHARLES J. HEALE 
Editor, Hardware Age 


which gathered an excess of 
$600,000,000 in this manner. In 
the very long list of companies 
giving A & P an extra discount 
(disguised, of course, as some- 
thing else) practically every food 
product and related grocery line 
known to the public is represented. 
The extra was given as a flat cash 
award, a discount, a stated cash 
amount per case or carton, etc. 
These were called advertising 
allowances, display allowances, 
brokerage fees, extra cash dis- 
counts, etc. The term “advertis- 
ing allowance” was the most 
popular vehicle. 


Past Experiences— 


” 


But there are two big “ifs” in 
the minds of all thinking inde- 
pendents. If government protec- 
tion is sought and obtained under 
this or other federal legislation, 
there will be the accompanying 
governmental interference with 
business. For government pro- 
tection also means government 
control. Those who served on 
NRA code committees, code au- 
thorities or who smarted under 
code regulations will recall bit- 
terly that for the slim hope of 
price control and differentials in 
the retail and wholesale codes 
there was a high price in wages, 
hours, unionization threats and 
obvious loopholes, plus code as- 
sessments and much arbitrary 
ruling. Under past experiences is 
the second great “if’—the mem- 
ory of the Capper-Kelly Bill and 
its perennial appearance on the 
Congressional scene. Each year 
it bloomed as a hardy price con- 
trol bill, but somewhere midstream 
it always became a toothless, use- 
less and hopeless piece of legis- 
lative program. It was amended 
during each Congress to such an 
extent that no one wanted it, in- 
cluding its sponsors who worked 
hard to pass a really useful re- 
sale price maintenance law. If 
the Patman Bill follows the same 


procedure it may lose its proposed 
teeth also. Bear this in mind when 
deciding to support this bill and 
watch its progress. If you are 
disposed to give it support do so 
with the provision that “it must 
have teeth.” 


What Next?— 


So far the specific details of 
extras allowed chains have been 
limited to an expose in the drug 
and grocery fields. If, as prom- 
ised, the investigation continues 
other fields may be included and 
the facts made public. Presum- 
ably, special deals from hardware 
manufacturers would be included. 
Many of these must exist judging 
from retail prices of hardware 
lines in chain and mail order 
stores. As such data will come 
from government auspices wide- 
spread knowledge of the details 
may be expected, and will be ac- 
cepted as unbiased and accurate. 
It is something to think about. 


Consumer Support— 


As matters stand now, consumer 
support is sorely needed to make 
anti-chain propaganda and legis- 
lation effective. As voters, the 
public can make or break chain 
store tax programs and similar 
political efforts. To date, general 
public interest in the chain store 
menace has been indifferent. Here 
and there, spotty, short lived con- 
sumer support has been given to 
such crusaders as Henderson of 
Shreveport, La., and Casson of 
Grand Rapids, Mich. But where 
are these two men and their fol- 
lowers today? It seems a long 
time ago since either made a dent 
on the public mind. NIRA and 
NRA had the elements of lining 
up public interest in behalf of 
the fair competitor in his strug- 
gle for existence. But that, too, 
has gone, though not entirely for- 
gotten. The Patman investigation 
and its subsequent legislative de- 
velopments have brought the sub- 
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ject to the front again and have 
made the average person think 
about the chain store, its growth 
and methods. But its publicity 
may create public sympathy in 
the mistaken belief that chain 
store lower prices are permanently 


beneficial to the public. 


Prices & Wages— 


The truth of the matter is that 
“cut prices mean cut wages.” 
That would make an effective slo- 
gan for anti-chain store campaigns 
directed at the consumer. Aroused 
public indignation because “cut 
prices mean cut wages” would 
force further light on the current 
status of chain store wages, which 
I believe are extremely low to 
the point of indecency and in- 
humane standards. At the first 
NRA retail code hearing (Au- 
gust, 1933) the well qualified Dr. 
Paul Nystrom, as spokesman for 
the chain store group, said a 
minimum $11 weekly wage in the 
retail code would require a sub- 
stantial raise for more than 75 
per cent of chain store employees. 
During the code era, chain store 
wages necessarily were upped. 
Chain store spokesmen made the 
most of the situation in telling 
the public of their fair-minded- 
ness as employers. From reliable 
sources, I constantly hear reports 
of a return to very low wages 
among chain organizations, of 
wholesale wage cutting without 
notice and of wages paid girl em- 
ployees that preclude decent liv- 
ing standards. Instead of foment- 
ing so many unnecessary strike 
and riot situations among decent 
American industries paying good 
wages (to force union recogni- 
tion) the organized labor bodies 
of this country might better direct 
their attention to chain store 
wages and the living standards 
these must impose. Unless some- 
one has data, more complete and 
entirely contrary to the best in- 
formation in my possession, this 
same situation is not existing 
among independent wholesaler 
and retailer employers. 


Atlantic City— 


Although more than the usual 
amount of space was reserved for 
reporting the recent Atlantic City 
convention of hardware manufac- 
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turers and wholesalers it was in- 
sufficient to tell the really com- 
plete story in one issue. Therefore, 
addresses and discussions omitted 
from the October 24th issue of 
HarpwarE AGE will be included 
in this issue (November 7), and 
in the next issue (November 21). 
In this issue, Mr. Norvell sug- 
gests that future conventions 
might plan to have two speakers 
on each scheduled subject—one 
to support and one to oppose, as 
in a formal debate. He offers 
this thought believing that too lit- 
tle opposing view is offered at 
most sessions. There is some merit 
to this idea. It might clarify each 
subject and encourage more free- 
dom of discussion from the floor. 
Looking back at this particular 
convention, however, it must be 
realized that many of the ad- 
dresses were explanatory and not 
controversial. This was particu- 
larly true of the manufacturers’ 
sessions where discussion was lim- 
ited. Instead there were questions 
asked seeking further data. In 
the wholesalers’ sessions there 
were more informal opinions of- 
fered from the floor due to the 
more controversial nature of the 
subjects handled. 


Discovery— 


Dr. Paul Nystrom, chain store 
association president, addressed 
the recent Boston Retail Confer- 
ence. Commenting upon Nystrom’s 
remarks, the N. Y. Times says: 
“He declared that ‘by and large, 
the wholesale trade, particularly 
in the food, drug and hardware 
fields, have apparently taken the 
stand that their interests are op- 
posed to those of the chain-store 
systems of the country.’” The 
cat is out of the bag now, for 
as the doctor is quoted as saying, 
wholesalers do feel that way about 
the chain system. 


The Liberal Tradition— 


Most of us talk glibly about 
budgetary matters and of govern- 
mental financing despite a low 
average knowledge of the subject. 
It has become almost traditional 
to support or oppose existing bud- 
get balancing claims and _pro- 
grams along partisan political 
lines, instead of on a sound eco- 
nomic basis. To those who seri- 


ously wish to study this engross- 
ing Subject without partisan po- 
litical taint, I strongly urge the 
reading of the book “The Liberal 
Tradition,” written by Lewis 
Douglas, former director of the 
budget in the present administra- 
tion. The book simplifies and 
clarifies the complicated machin- 
ery incident to government fiscal 
procedure. It is not a complete 
course, but does provide the be- 
ginning of an understanding of 
the subject and is very interest- 
ing and informative reading. 


Test Case— 


Wisconsin’s fair trade practice 
act is being put to the acid test 
of its constitutionality. This bill, 
to control resale prices within the 
state limits, parallels in text and 
intent the similar Junior Capper- 
Kelly bills passed and pending in 
several other states. The hardware 
trade will watch with keen inter- 
est the Wisconsin test case now 
in process. This case concerns the 
sale of whiskey at prices lower 
than the resale set up by the man- 
ufacturer through a wholesale dis- 
tributor in Milwaukee. A tem- 
porary injunction has been 
granted the wholesaler against a 
Milwaukee retail liquor dealer. If 
the law is upheld, Wisconsin 
wholesale and retail hardware 
dealers have within their grasp 
the power to enforce resale price 
maintenance for the act specifi- 
cally provides manufacturers, 
through distributors, wholesale 
and retail, with the necessary legal 
machinery for establishing and 
maintaining set prices to the con- 
sumer. There will likely be other 
test cases in other states. These 
are worth watching and should be 
studied by the trade in all parts 
of the country. 


Idaho Pioneer— 


From several Idaho readers 
come expressions of interest and 
pride following publication of an 


article by Lou J. Haas, St. Al- 


bans, N. Y., retail hardware mer- 


chant. This appeared in Harp- 
wakE AGE, in the September 12th, 
1935, issue. Lou’s father was 
one of the pioneer hardware mer- 


chants of Weiser, Idaho, at which: 


point Lou learned the business. 
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USINESS is better! This Christmas should eclipse anything in the past few years, but 

you should make a genuine effort to develop ALL the possibilities for piling up a large 
and profitable volume of Christmas business. In this and subsequent issues of Hardware 
Age you will find the experiences of other hardware dealers who have made a real bid 
for the holiday trade. Adequate preparation—lighting, window displays, store arrange- 
ment, promotional effort will shorten the road to a dominating position in your commun- 
ity’s Christmas retailing. Approximately twenty-one articles will appear in the next three 
issues—all written from actual observation by staff reporters. 


Follow Hardware Age For Helpful Christmas Selling Suggestions 
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Good Merchandising 
will help make your 


sales twice as great 
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Now for 





By ROBERT W. MORRIS 


General Electric Co. 
Nela Park Engineering Dept. 
Cleveland, Ohio 


ITHOUT being unduly 

optimistic, most of us will 

agree that the coming 
Christmas season promises to 
treat us more kindly than have 
any for several years. We look 
forward to doing more business 
because we believe that people 
have more money to spend. This 
means a merrier Christmas for 
everybody concerned—for buyer 
and seller alike. Your customers 
will be more inclined to enter into 
the spirit of the season and better 
able to afford whatever expense 
may be involved. This year ap- 
pears to be the psychological time 









hristmas 












—a Yuletide that will bring a 
happy and prosperous Christmas 
to the hardware merchant 
through good merchandising. . . 
Let’s begin with lighting. 


to sell your customers Christmas 
lighting equipment. Undoubtedly 
more of it will be sold this year 
than in any year since the start of 
the depression, and there is no 
reason why a goodly share of this 
business should not go to the 
hardware dealer. 

Probable home owners will be 
your best prospects, but it is well 
to bear in mind that gasoline ser- 
vice stations, stores of all sorts, 
banks, public buildings, theatres, 
city streets and public squares 


will all be bedecked with holiday 










displays. 








A few suggestions for using light effectively in Christmas displays. 
rectangular box containing the row of sockets is a handy unit for use with 
many types of decorations. It is easily made and easily moved from one dis- 
play to another. The sketches show how it can be used with multiplane silhouette 


LIGHT COLORED 
WALL OR CLOTH 
-—-OR PAPER TEM- 
PORARY BACK - 
GROUND 


LIGHTING STRIP 


lighting next month, which means 
that a great deal of equipment 
will have to be bought somewhere. 
An early start is necessary if this 
waiting market is to be tapped 
most successfully. The middle of 
November is by no means too 
early to begin publicity programs 
to make the public conscious of 
the rapidly approaching hodiday 
season. It is important to take 
extreme care in planning window 
and interior displays because they 
can do much to put your custom- 
ers in a holiday frame of mind. 


COMPOSITION BOARD 






SLOT TO SLIP 
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The majority of householders 
will not be interested in purchas- 
ing elaborate or expensive dis- 
plays, and as a matter of fact, the 
modest home will look much more 
attractive if the decorating is done 
conservatively. The simple Christ- 
mas wreath with an electric candle 
mounted within it promises to 
keep its popularity this year. It 
is the sort of decoration that every 
home can afford and for this rea- 
son should prove to be an excel- 
lent seller if it is prominently dis- 
played. Many people will prefer 
to make their own decorations, 
and to do this they will need such 
materials as heavy cardboard or 
composition board, crinkled alu- 
minum foil, sockets, wire, colored 
lamps, heavy iron wire, laurel 
roping, etc. In addition to being 
able to supply your customers 


GULAR 
FESTOONING 
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with the materials they will need, 
it is important to be able to sug- 
gest to them novel and effective 
ways of using them. Incidentally, 
most of the suggestions which fol- 
low may be applied to store deco- 
ration as well as to decoration of 
the home. In decorating the hard- 
ware store, the primary purpose 
of course should be to create an 
atmosphere of holiday cheer 
which will attract customers. The 
decoration of the store also pro- 
vides an opportunity for showing 
customers how effectively the dis- 
play material offered for sale can 
be used. 


Frameworks of heavy iron wire 
are easily bent into any desired 
shape and covered with laurel 








A suggestion for decorating the top 
of a wall case. A light source is con- 
cealed in the top of the huge candle 
and its light illuminates the painted 
flame and the radiating “flitter” cov- 
ered beams. 
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A novel idea for a conventionalized 
Christmas tree. The branches of this 
tree may be made of heavy wire and 
the leaves of crepe paper cut and 
folded as shown. Small lamps are 
mounted on the branches and con- 


cealed by the folded paper. Above: 
a suggestion for a paper cone tree. 











roping and strings of colored 
lights. Many interesting and ef- 
fective Christmas displays can be 
made from sheets of composition 
board cut into silhouettes of Santa 
Clauses, reindeer, Christmas trees, 
scenes of the Nativity, stars, poin- 














planes, each of which is illumi- 
nated by a row of lamps concealed 
behind the plane immediately in 
front of it. Small, single-plane 
designs are often illuminated in- 
directly by a lamp mounted in the 
center of the design and concealed 
behind a shield which reflects 
light back on the surface of the 
display. Covering such. decora- 


() <— DAYLIGHT 
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tions with crinkled aluminum foil, 
either colored or uncolored, will 
add to their attractiveness, mak- 
ing them sparkle at night and 
stand out more brilliantly in the 
daytime. Practically all these 
composition board displays may 
be made in almost any size, and 
are equally suitable for use in- 
doors or outside. 














settias, and many other figures 
and scenes symbolic of the season. 
These may be painted as simply 
or elaborately as desired, and 
light may be used in a variety of 
ways to make them appealing 
night-time displays. Where it is 
important to bring out the detail 
of whatever may be painted on 


the figures, floodlighting or spot- These peewee 
lighting or both are to be recom- piel “—~ iene 
mended. Where painted detail is store displays for 
not important, the figures or Christmas. They 


scenes may be outlined or studded py 4 ar — 


with small exposed electric lamps Hardware Co. in 
of suitable colors, or they may be Cleveland, Ohio. 
arranged in several graduated 
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Are You 


Ready for 


ORE people are looking 
for things to buy during 
the holiday season than 


at any other time of the year. 
People spend about 50 per cent 
more than they intend to and this 
year Christmas business should be 
a great deal better than it has for 
the past few seasons. No one store 
has a corner on this Christmas 
business—it goes to those stores 
that make the best preparations 
and there is a share waiting for 
those that make an earnest effort. 

Hardware stocks are well suited 
to conversion into gift merchan- 
dise. Sporting goods, cutlery, 
tools, electrical appliances, clocks, 
watches, wheel goods, sleds, cook- 
ing utensils and glassware are 
regular merchandise only if they 
are left in their accustomed places; 
but bring them out, group them at- 
tractively, place show cards. and 
tickets about them, decorate them 
and you have Christmas merchan- 
dise of a very acceptable type. 
There is no deep secret about 
methods of promotion. All suc- 
cessful merchandising plans at 
Christmas time are open and vis- 
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ible. You can study them. Invit- 
ing displays, good, bright windows 
and an adequate advertising ap- 
propriation are thé main avenues 
of procedure. The important thing 
is to do it and do it in advance and 
back it up by a store atmosphere 
that stimulates buying by the cus- 
tomers. 

If you are not familiar with the 


Arista 
Selling 


By CHARLES I. CRAWFORD 









Barrett Hardware 


Joliet, Til. 


~ writing of advertisements, trim- 
ming good windows and ar- 
ranging decorations and pro- 
moting events, enlist the aid of 
someone who can do the thing 
satisfactorily. It will be small 
expense when you consider the 
better business—not only in this 
year’s* efforts, but in the cumu- 
fative effect on another year to 
éome. Spasmodic efforts will not 
prove effective, but if you work 
out a number of schemes and fol- 
low them through, you will gain 
(Continued on page 84) 

















Gekle & Martin’s “real” Santa Claus arriving in Monroe, Mich. 
His arrival is a community event of long standing. 


A Real Santa Claus 


OU cannot take chances 

with the imagination of 
children, believes George 

M. Martin, of Gekle & Martin, 
Monroe, Michigan, a town of 20,- 
000 population, between Detroit 
and Toledo. When yowsmeet Mr. 
Martin you are immediatély im- 
pressed with the fact that he is 


the type of merchant who does .’ 
things properly. He has the man- 


ner of one who would not be satis- 
fied with a job half done. For in- 
stance, he has no regard for the 
poor examples of Santas that in- 
fest the cities and towns during the 
holiday merchandising season. 
And he is right, too. Some of the 
flimsy imitations of old Saint 
Nicholas would insult the intelli- 
gence of a “problem child.” 
Years ago Gekle & Martin be- 
gan their merchandising of toys 
and Christmas gift goods in the 
proper way. They provided the 
children of Monroe with a real 
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Santa Claus. Mr. Martin was not 
satisfied with the best that was 
obtainable by ordinary means. He 
had a standard of his own that 
must be met, so he searched; not 
only in this country, but in Eu- 
rope as well, for a Santa suit 
that would convince even the 


_ skeptical ones among Munroe’s 


youngsters. The hair and wig were 
obtained at great pains. But with 
all the effort spent upon it, Mr. 
Martin can testify that it was 
worth while. 


A Modern Entry 


Not only was the real Santa 
a success—he was more. In those 
days horses hauled Santa’s sleigh 
in to town, but nowadays he ar- 
rives on the fire auto. Children 
are invited to the Gekle & Martin 


hardware storé.to_see Santa. Here. 


they are greetéd by this convinc- 
ing old codger and their names 





and addresses taken together with 
their list of wants. They are given 
in the aggregate hundreds of 
bags of candy. For some years 
the store advertised in newspaper 
and window and by every avail- 
able means that Santa would de- 
liver, personally, the gifts from 
the Gekle & Martin hardware 
store. In one Christmas selling 
season, this Santa delivered to 
960 homes. Of course, this was 
a.great undertaking and finally 
was abandoned because of its 
sheer success. The firm simply 
was unable to cope with the great 
demand for these deliveries. Peo- 
ple felt that it was worth a great 
deal to have the same Santa that 
the child saw at the store deliver 
the package. In most cases pur- 
chases were delivered in the reg- 
ular way or were taken by the 
parents, but they left one or two 
items to be delivered personally 
by Santa Claus. 
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The experience of this Monroe, Michigan, hardware firm proves 
that it pays to do a complete job on Christmas sales promotion 


This method built up such an 
acceptance of Gekle & Martin’s 
Christmas merchandise that they 
have, over a period of years, iden- 
tified their store as one of the lead- 
ing gift places in town. 

The merchants of Monroe this 
year held a gala celebration for 
the holiday season, with Santa 
Claus dominating the parade. As 
a tribute to Mr. Martin’s previous 
insistence upon a real Santa was 
the fact that he was asked to per- 
mit the use of the Gekle and Mar- 
tin impersonation. 

Carefully made up, with not 
too much paint, whiskers and hair 
that are real hair, and carefully 
and securely fastened to look like 
the real thing, real bearskin suit 
and the best of accessories, the 
Gekle & Martin Santa is one that 
will remain in the minds of young- 
sters fortunate enough to have 
been raised in Monroe, Michigan. 


Mr. Martin places so much im- 
portance upon this real Santa idea 
that he feels it is the essential step 
for any hardware dealer—or any 
other for that matter—to take 
when promoting his Christmas 
trade. Don’t be satisfied with any- 
thing short of a convincing im- 
personation. 


Full Stocks 


Another thing to consider in 
Christmas merchandising efforts 
is to have a full and complete 
stock. People will always go to 
the store that has the widest and 
best selection. You can not hope 
to dominate in this line unless 
you put your best foot forward. 
Christmas is a time when people 
try to give their children the best 
they can afford in gifts. They are 
not to be won by small assort- 
ments that do not look well. 
There is no alternative to the well 


Brought Permanent Christmas Trade 
to Gekle & Martin... 





The Gekle & Martin Santa Claus, in Monroe, Mich., is not a flimsy imitation, 
easily seen through by children. He is a character actor, well outfitted with a 
bearskin coat and real hair whiskers, and is so convincing that he is known in 
that city as “the real Santa Claus.” Here he is in the Gekle & Martin store 
ready to receive children and grown-ups. 
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assorted, well selected line of toys, 
gifts and kindred lines. Decora- 
tions go a long way toward help- 
ing your showing. If they are 
ample and tastefully arranged, it 
is possible to make a stock look 
larger and better than if the 
items are arranged in a scattered 
and unrelated way. 

The Gekle & Martin toy depart- 
ment, in other months of the year 
is located at the front of the sec- 
ond floor, but during the holiday 
season is extended throughout the 
store in every available place. It 
helps to move a considerable vol- 
ume of regular items from the 
hardware stock as Christmas gifts 
for adults. 


Deliveries Outgrew 
Facilities 

The firm has abandoned the 
promise of personal delivery, due 
to the great amount of work it 
entailed in routing packages, plac- 
ing them in a huge wagon in or- 
der that they would be taken from 
the wagon for delivery according 
to the layout of the rounds. This 
problem grew to such a propor- 
tion that it would require several 
Santas to complete the deliveries. 
When it outgrew the ability of 
the one man to make the deliv- 
eries it was not practical, but Mr. 
Martin believes that for any who 
wish to begin the merchandising 
of toys or increase their present 
volume on them, the plan is an 
excellent one. It will soon give 
you enough patronage to present 
a problem. The volume created 
for Gekle & Martin in this way 
and backed up by their careful 
attention to details has given 
them a Christmas trade that re- 
mains year after year. Although 
dollar volume was down the past 
few years, it is beginning to re- 
turn. This firm’s volume on the 
line, including the Christmas trade 
developed on other lines as a re- 
sult of toys, etc., is about $10,000. 
It is certain, in the opinion of Mr. 
Martin, that there is a Santa 
Claus—and he’s real. He brought 
them permanent Christmas busi- 
ness. 
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Ads and Window Displays 
Build Zettlers Year Round Volume 


EEKLY specials, adver- 
tised in a local paper and 
featured in its display 


windows builds a year ’round vol- 
ume and creates store traffic for 


Zettler Hardware Co., 268 S. 4th. 


St., Columbus, Ohio. Several 
‘times a year a big broadside sup- 
plements these ads, the broadside 
pulling so much business that 
items frequently have to be re- 
ordered. 

Each week Zettler’s use a one- 
column, seven-inch advertisement 
in the Columbus Citizen, featur- 
ing specials for Saturday only. 
These ads use cuts of actual mer- 
chandise only, the cuts being ob- 
tained from manufacturers. Prices 
are featured in the ad and each 
cut is accompanied by a few words 
of description together with the 
special price and the regular 
price. Advertised specials for 
Saturdays are shown in one win- 
dow all week, a special placard 
featuring the ad being included 
also. These specials make cus- 
tomers read Zettler’s ads and cause 
them to shop there on Saturdays. 
If stock runs out Zettler’s honor 
the customer’s request by ordering 
additional units—but only sell 
the special items at the special 
price on Saturdays. 

People watch the display win- 
dows, too—both windows are 
changed each Monday and fea- 
ture weekly unadvertised specials. 
Window specials bring in the busi- 
ness other days of the week. And 
there is an ironclad rule that “spe- 
cials” will be sold at the “bar- 
gain” price only for the week in 
which they are featured. 

Three or four times a year the 
company prepares broadsides 
which are delivered all over the 
community. Real money is spent 
on the broadsides and real busi- 
ness results. Just before Christ- 
mas, 1934, the store had deliv- 
ered its “Christmas Gifts” broad- 
side, a four-page issue featuring 





_ 
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toys, cutlery, tools, electrical ap- 
pliances, wheel -goods, bird seed, 
shot gun shells, tools, enameled 
ware, clocks and numerous other 
items at attractive prices. 

It would take several pages to 
list the items sold, but here are a 
few examples: Twenty-four elec- 
tric irons were sold—one model at 
$4.95, the other, less cord, at $1. 
Twelve Christmas tree holders at 
$1 each—the store’s entire stock— 
was disposed of as a result of 
the broadside. A whole raft of 
velocipedes were sold — 46 of 
them—selling at $5.95, $6.95 and 
$7.95. On these velocipedes, as 





These diagrams are self-explana- 
tory and enable the hardware 
display man to produce the dec- 
orations in his own shop. 


COVER THIS PORTION 
OF LAMP WITH OPAQUE 
MATERIAL 





on many items, Zettler’s were able 
to meet absolutely all competition. 

Sure, that advertisement cost 
money—$190 for printing, includ- 
ing the company name and the 
words “Christmas Gifts” in red. 
The balance of the broadside was 
in black, with dozens of cuts add- 
ing to the interesting copy’s effec- 
tiveness. But that wasn’t so big a 
figure when it is considered that 
the broadsides reached more than 
thirty thousand homes. The cost 
of distributing the broadsides— 
handled by a company specializ- 
ing in the hand distribution of 
advertising material, was $90, and 
the broadsides only reached the 
homes and sections Zettler’s 
wanted to reach. 

Burned out last year, Zettler 
Hardware Co. soon rebuilt, and its 
advertising and display plans have 
played no small part in its forg- 
ing ahead despite that handicap. 
There are eight clerks in the 
Zettler store, which measures 30 
by 120. Raymond Zettler, Jr., 
writes the store advertisements. 


Two Unusual 
_ Display 
Ideas for 


Christmas 







SHADE OF TRANSLUCENT 
MATERIAL ~ COLORED 


CORATION MAY BE LEFT 
WHITE OR CUT OUT 


_—_—————— 
“BOX MAY BE TRANSPARENT 


<——PORCELAIN SOCKET 
MOUNTED ON BASE 
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The Social Security Program 


An explanation of the old-age pension and unemploy- 
ment insurance features of the Social Security Act—the ©’ 
methods of financing and the operation of this new 
Federal legislation with a brief outline of the New York 
State unemployment insurance laws which are. similar 
in intent to laws passed and pending in other states. 


: HETHER you were an 
advocate or not of the 
“Social Security Legisla- 


tion”—embracing unemployment 
compensation (insurance) and 
old age pension—it has now be- 
come a reality. And even though 
there is lack of immediate funds 
to launch the program, this is 
not likely to prove a serious ob- 
stacle. These necessary appro- 
priations are certain to be voted 
by the next session of Congress. 
Business, which has always been 
the ready vehicle, must again pay 
and collect the greater share of 
the funds necessary to make this 
new social legislation effective. 

Therefore, it is imperative that 
business become familiar with the 
provisions of this recently enacted 
legislation, for the new demands 
become effective January 1, 1936. 
Containing as it does many dras- 
tic provisions, business should put 
its “house in order” to meet the 
new requirements, and know their 
effect. At least to some degree, 
practically every employer is af- 
fected. Excluding any require- 
ments of your State enactments, 
payroll taxes (excise tax) alone, 
payable by the employer under 
the Federal Act embrace: 

(1) For unemployment insurance, 
a tax of one to three per cent on 
wages or payrolls; 

(2) For old age pensions—a simi- 
lar tax of one to three per cent also 
levied on payrolls; 

(3) A tax for old age pensions 
paid from the employee’s wages, 
collected however by the employer, 
who is required to make its deduc- 
tion and remission, and in the event 
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By AUGUST C. FLAMMAN 


New York Attorney 





A. C. FLAMMAN 


(Mr, Flamman is a member of the 
law firm of Brennan, Flamman & 
Simpson, 160 Broadway, New York 
City, attorneys for the Brooklyn Hard- 
ware Association, Metropolitan Hard- 
ware Association and for several hard- 


ware mutual insurance companies. 


This article is based on his talk before 
a mass hardware meeting sponsored 
by the Brooklyn Hardware Associa- 
tion on Thursday, Oct. 10, 1935.—The 
Editors.) 





of failure to do so, becomes per- 
sonally liable. 

To reiterate, as business men 
you must learn what these taxes 
mean, their cost and the inherent 
effect. NOW is the time to com- 
mence a careful study and to inaug- 
urate the necessary machinery for 
the collection, payment and admin- 
istration in a manner least burden- 
some. 


One of the desired results of the 
Federal legislation is to promote 
State enactments of similar purport. 
Over half of the States now have 
such legislation which conforms 
wholly or in part with the Federal 
requirements and program. As 
each State enacts supporting 
legislation, it must be considered 
carefully for its effect upon your 
business in that State. The im- 
portance of this new social legisla- 
tion is proven, by the opinion of 
many business firms, that the ulti- 
mate payroll assessment under this 
legislation will equal the cost of all 
total tax payments now made to 
Federal, State and local tax authori- 
ties combined. 


The Federal Legislation 


In order to remove unfair ad- 
vantage between the States, the 
Federal Government proposed this 
program of social legislation. In 
States, which enact supporting 
statutes, and as inducement to 
secure laws of similar scope, the 
Federal Act provides that where 
such program has been adopted by 
any State, the employer is granted 
a credit or refund, representing a 
sum up to 90% of the amount of 
the Federal tax, depending upon the 
tax paid for unemployment com- 
pensation in that State pursuant to 
its legislation. In addition, the 
Federal Government financially aids 
the State Bureaus in administrative 
expenses. - The purpose and intent 
of the Federal Act is primarily to 
remove “obstacles” of State action, 
safeguarding the reserve funds and 
aiding the States in their problems, 
by leaving to them the duty of ad- 
ministration. 

While the Federal “Social Se- 
curity Act,” approved by the’ Presi- 
dent on August 14, 1935, contains 
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many interesting provisions, such 
as providing aid to dependent chil- 
dren, aid for maternal and child 
welfare, public health work, aid to 
the blind, etc., we shall confine this 
short summary to old age pension 
and unemployment compensation 
(insurance) provisions, which im- 
pose the new obligations and taxes 
upon business. 


Old-Age Benefits 


The Federal Act, under Title I, 
provides that the Government will 
immediately aid the States in effect- 
ing old age pensions for all men 
and women over sixty-five years of 
age, dependent upon the public for 
support. The Federal Government 
agrees to pay an amount equal to 
the State’s expenditure for this pur- 
pose—with a maximum contribution, 
however, to the State of $15 a month 
for each beneficiary of the pension, 
plus a fixed contribution of an addi- 
tional five per cent toward adminis- 
trative expenses. This Federal aid, 
however, is granted under certain 
limitations and restrictions, for in- 
stance: the applicant for aid must 
have been a citizen and a resident 
of the State; a resident of the wel- 
fare district wherein the application 
is made, for five out of nine years; 
a resident for one year preceding 
his application, continuously within 
his State; and that he shall be sixty- 
five years of age. 

Where the State law conflicts with 
the Federal requirement, it is hoped 
that the States will liberalize their 
legislation, and follow the provisions 
of the Federal Act. 

Under Title II of the Act, a 
permanent system of Federal Old 
Age benefits computed on a reserve 
system is inaugurated, and any in- 
dividual who is sixty-five years of 
age (seventy years of age may be 
prescribed until January 1, 1940) 
and otherwise qualified will receive 
the benefits of any employment or 
service within the United States, 
Alaska and Hawaii. But the law 
does not apply to persons employed 
in agricultural labor; domestic serv- 
ice in the home; casual labor, not 
in the course of business; officers 
or members of a crew of a vessel; 
employees of the United States or 
any State or political subdivision, 
or employees of charitable, religious, 
scientific, literary or educational in- 
stitutions. 

And while the. benefits under 
Title I, through immediate contribu- 
tions te the State are available, 
under Title II the old age benefits 
are not payable until January, 
1942, and then to qualify, a person 
must be: 
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1. At least sixty-five years of age; 

2. Receive after December 31, 
1936, and before reaching sixty-five 
years of age, compensation amount- 
ing to not less than two thousand 
($2,000) dollars and have received 
wages on some day in each of five 
years after December 31, 1936, and 
before the age of sixty-five. 

The plan incidentally provides a 
form of life insurance for if the 
employee dies, at whatever age, be- 
fore receiving a pension, his estate 
will be paid an amount equal to 
three and one-half per cent of the 
total wages paid since the beginning 
of 1937. The employee will have 
paid in three per cent, or less, of 
this amount, but his estate will be 
receiving back the contributions with 
generous interest, and if the em- 
ployee should die when he had just 
begun to receive a pension, and be- 
fore the total pension benefits have 
equalled three and one-half per cent 
of his wages since the beginning of 
1937, his estate will be paid the dif- 
ference. All employees and all em- 
ployers, without regard to number, 
are liable both for the income tax on 
employees and the excise tax on 
employers, imposed by the Act, and 
both are based on wages paid. This 
is intended to provide the fund 
necessary for the old age benefits. 

Beginning January Ist, 1937, the 
employer will be asked to deduct 
part of the wage or salary, add an 
equal amount and send the total to 
the Federal Government. For the 
first three years this deduction will 
be at the rate of one per cent; it 
will be scaled up by one-half of one 
per cent for three years until be- 
ginning 1949, both employee and 
employer will be paying three per 
cent. In other words, on a salary 
of $2,400 a year, when both em- 
ployee and employer will each pay 
$24 the first year, and finally pay 
as high as $72 as the amount of 
the contribution of both employee 
and employer. Wages in excess of 
$3,000 per year are not taxed. The 
Act does not provide for granting 
any credit for, or recognition of any 
private pension plan. The payments 
as outlined herein are obligatory 
upon both the employer and the 
employee. 

The size or amount of the old age 
pension which the employee will 
ultimately receive will depend both 
upon his annual salary and the num- 
ber of years that he has received it, 
or, in other words, upon the total 
amount of the salary that has been 
paid to the employee from January 
Ist, 1937, until he attains the age of 
sixty-five. The employee therefore 
will not fare as well by reaching 


this age in 1943 as if he reached it 
in 1963, and if the employee re- 
ceives more than $3,000 in any one 
year, the excess over $3,000 will not 
be taxable, nor will the excess be 
considered in figuring his pension, 
but no matter how large the em- 
ployee’s income or wage, the tax 
will be payable on the first $3,000 
of it only, and the total amount paid 
over the period of years, limited to 
$3,000 in any one year, will deter- 
mine the amount of the pension. 

The employee will be paid a fixed 
monthly rate, calculated at one-half 
of one per cent on the first $3,000, 
plus one-twelfth of one per cent of 
the amount between $3,000 and 
$45,000, plus one twenty-fourth of 
one per cent of the amount above 
$45,000, so that if an employee had 
been receiving an average of $200 
per month for ten years, his pension 
would be $32.50 a month; for 
twenty years, $51.25; for thirty 
years, $61.25; for forty years, 
$71.25. No pension is to be for 
less than $10 or more than $85 a 
month, and should any wage be re- 
ceived after reaching the age of 
sixty-five years, and the employee is 
accepting and enjoying the old age 
benefits, then such wage must be 
credited against the pension. 

In the event of death before reach- 
ing the age of sixty-five, the em- 
ployee’s estate shall be paid an 
amount equal to three and one-half 
per cent of the total wages paid him 
after January Ist, 1937, and. other 
adjustments are provided for, but 
all of these benefits are not assign- 
able, nor are they subject to legal 
action or attachment. 


Unemployment Compensa- 
tion (Insurance) 


Title III of the Social Security 
Act, provides financial aid for ad- 
ministration in the States where un- 
employment compensation statutes 
are adopted. Again the Federal 
Government stimulates the States to 
enact legislation of similar scope. 
But the assistance is conditioned 
upon certain requirements, so that 
there may be uniformity of legis- 
lation. 

Title IX, of the Federal Act, im- 
poses a tax uniform in nature upon 
employers of eight or more persons, 
and regardless of any tax payment 
called for by State statutes, the tax 
imposed under the Federal Act must 
be paid. Only those employed in 
agriculture, domestic service, mari- 
time activities or rendering a service 
in the employ of some member of 
his immediate family, employed by 
the United States Government or 

(Continued on page 86) 
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IN RURAL ENGLAND 
THE PITCHFORK 
($ STILL CALLEO . 
A ‘SHOVE-PICK. ” 











AXES AND KNIVES WERE TRIED AND CONVICTED OF 
MURDER AT SACRIFICIAL CEREMONIES IN ANCIENT 
ATHENS .-- 7H/E MURDER OF THE OX” WAS A CEREMONY 
PRACTICED 70 RELIEVE DROUGHT CONDITIONS .. 2 AFTER 
THE KILLING, EACH FERSON FIRTICIPATING /N THE 
CERENIONY PASSED THE GLANIE ON UNTIL FINMILLY THE 
BUTCHERS PASSED ITON TO THE KNIVES ANP AXES-WHICH 
WERE FOUND GUILTY ANO THROWN /N7ZO THE SEA 
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IN THE (7TH AND (8TH 
CENTURY IN ENGLAND |» 
CANDLES WERE USED 
TO RECKON TIME FOR = 
AUCTIONS --- 7HE 
AUCTIONEER LIT A SHALL 
BIT OF CANDLE AND RECENMED 
BIOS WHILE [7 BURNED: 
THE LAST GIP SCOMITTEP 
BEFORE THE CANDLE WENT 
OUT WAS THE WINNER 


IN THE [6 TH CENTURY, 
ENGLISH CITIZENS WERE 
COMPELLED TO HANG 
LANTERNS BEFORE THEIR 
DOORS TO LIGHT THE STREETS 
AT NIGHT...» THE TOWN - 
CRIER AT DUSK WALKED 
THROUGH THE STREETS 
CRYING "HANG UP YOUR 
LANTERNS!” 
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Comes to Hubbard's 


Flint, Michigan, hardware store gets new front 


is the essential keynote of a 
major change in the appear- 

ance of downtown Flint — an in- 
dustrial city with a metropolitan 
population of 156,000, the home 
of Buick and Chevrolet cars. 
Within the past year or so the 
central business blocks of the city, 
many of them lined with buildings 
30 and 40 years old, have been 
changed completely by the appli- 
cation of new ideas in store design. 
Hubbard’s, a store that, in good 
years, has done $1,500,000 annual 
business in hardware lines—about 
equally divided between straight 
retail lines and mill supplies—is 
the latest to join in modernization. 
Neighbors of the store—two shoe 
stores and a restaurant—have like- 
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The new store front of Hubbard’s, Flint, Mich. Above: Hubbard’s before modernization 
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wise improved their fronts, until 
the block adjoining the main in- 
tersection of Flint—Saginaw and 
Kearsley Avenues— appears in 
wholly new dress. 

The change at Hubbard’s is per- 
haps more striking because of the 
conservatism expected of this old 
store, and because of the impor- 
tant change in front design, from 
a side entrance with a wide win- 
dow to a deep vestibule entrance. 
Hubbard’s has been built by 
George Hubbard, who is now 91 
years of age, and still the active 
head of the company, as well as 
president of the principal bank of 
Flint, just across the street from 
the hardware store. Incidentally, 
deposits in the bank have quad- 
rupled in the last four years, as it 
was the only one one to open im- 
mediately upon a 100 per cent 
basis after the Roosevelt bank 
holiday—which was a sort of 
made-in-Michigan product. As a 
result, traffic to the bank has in- 
creased greatly, and the store, lo- 
cated opposite, can use its display 
to much greater advantage. 

Despite its size, Flint is still 
essentially a town where nearly all 
shopping is downtown. Theaters 
are downtown, with slight excep- 
tions, and this is a real Main 
Street town, where business is cen- 
tered along Saginaw Street. So 
thoroughly is this the case that the 
alleys back of the avenue are 
named as service streets, with 
parking facilities, and a majority 
of stores run full back to the ser- 
vice street, giving double frontage. 


Increase in Business 


“We are sorry for only one 
thing—that we didn’t put in this 
new type of window sooner,” John 
H. Wernicke, sales promotion 
manager of Hubbard’s, said. Busi- 
ness has increased from 10 to 15 
per cent on the average as a direct 
result of the use of the window, he 
added. A much increased total 
volume for the store for the year 
is anticipated as a result—the job 
was completed in May. The actual 
increase is fairly constant, and has 
been checked by the fact that sales 
in any department whose goods 
are featured in the window have 
shown that percentage of increase 
over similar displays in the old 
window. 
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The new front replaces a five- 
foot window stage with six 
“rooms” in effect, the window be- 
ing in three divisions on each side, 
extending back 22 feet from the 
sidewalk, with the entrance in the 
center. A narrower depth of win- 
‘dow is used in the middle section, 
giving in effect three windows on 
each side of the vestibule. Repre- 
sentatives of the Ohio Plate Glass 
Company which installed the win- 
dow commented on the installation 
as the deepest hardware window in 
their knowledge. Black Carrara 
glass is used as base for the win- 
dow and for a very impressive 
overhead panel, giving almost a 
mirror effect, in unbroken continu- 
ation, instead of being divided by 
chrome stripes as in many of this 
type of installation. The store 
name, “Hubbard’s,” appears in 
large red neon sign lettering above 
the doorway on this black panel. 

The store has been largely reor- 
ganized inside as a result of this 
window, in order to allow more 
adequate departmentization for the 
various lines displayed. The fourth 
floor, formerly used for stock only, 
has been added, making four 
stories and basement, about 150 
feet deep, for the store, with offices 
on two balconies over the main 
floor. At the rear is a nine-story 
warehouse, connected by a bridge 
over Brush Street —the service 
street — which houses the ware- 
house and mill supply department. 

The sporting goods and home 
appliance departments were dou- 
bled in space in the store when 
the window was remodeled, be- 
cause of the more adequate dis- 
play which can be given them in 
this way, and moved to the new 
fourth floor, other departments be- 
ing rearranged accordingly. The 
most valuable space in the store 
was, of course, taken up by the 
deep window, but the store feels 
this was well worthwhile because 
of the display gained. Store traffic 
has been helped greatly by the 
installation. 


Six Displays at Once 


Instead of showing only one 
line of goods as possible in the 
old window, six separate displays, 
each one sizable, can be shown at 


one time—a new feat for a narrow _ 


store of this type. A window trim- 





ming specialist has been engaged, 
devoting his full time to the prob- 
lem of windows and sign writing 
for the store. Windows are ordi- 
narily trimmed during the day- 
time, because of the necessity of 
securing special help from other 
store departments in layout of a 
hardware store window. Accord- 
ing to Mr. Wernicke, the ideal 
time for layout would be at night 
—preferably midnight, after peo- 
ple are off the streets and the 
windows have served their useful 
purpose—but this cannot be done 
until a separate window display 
department can be established in 
the store with helpers for the 
large displays. 

The alternate sides are usually 
trimmed on Tuesday and Thurs- 
day, each staying in a full week. 
Weekend business is given a fillip 
by the new display opening on 
Thursday, and Tuesday is pref- 
erable to Monday as the alternate 
day because Monday, in Flint, 
means a good business day 


Night Lighting 

Windows are illuminated until 
11 o’clock. In this way the theater 
crowd is caught. There are the 
five principal theaters in Flint, 
within two blocks, others within 
four. Parking problems in the 
town are quite difficult, and it is 
usually necessary to walk several 
blocks to the car from wherever 
the crowd goes; as a result, a 
main street store like this can get 
much night traffic by its windows. 
The store is closed promptly at 6 
o’clock every night. Much of the 
local traffic comes from a public 
market around the corner which 
draws throngs, especially on Fri- 
days and Saturdays. So large are 
these crowds that parking lot own- 
ers in Flint have generally de- 
clined to make any terms with 
store-owners for free or accommo- 
dation parking for patrons of the 
stores without reserving the week- 
end days. 

Every major line in the store is 
given its window in alternation. 
The four chief divisions—house- 
wares, sporting goods, appliances 
and paint, are in at least every 
second week each. The window is 
usually treated in three separate 
sections. Occasionally mass dis- 
plays are put in, with two sections 

(Continued on page 82) 
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T. H. KINIRY has made a 
hobby of cooking and _ heating 
stoves ever since he entered the 
hardware business in 1885. At 
75 he is still interested in stoves, 
which accounts for the splendid 
sales record Kiniry & Sons Com- 
pany of Beloit, Kans., have al- 
ways enjoyed. He has been in 
business for himself the entire 
fifty years, the early part of 
which his father was a silent 
partner. He was a member of 
the Council of the first Ward of 
his city for four years and for 
six months acting Mayor. For 
33 years he has been a director 
in the local bank. Since Mr. 
Kiniry opened his first store in Beloit, 23 other retail hard- 
ware firms have come and gone, but he is still on the job 
with his two sons and still is watching the buying and 
credit. He tells us he has been concentrating his buying 
from two wholesalers ever since the business was started. 





T. H. KINIRY 


ROBERT J. MASBACK is 
Chairman of the Board of the 
Masback Hardware Co., New 
York City, wholesale hardware 
distributors. He entered the 
business in 1875 and has had 
a most unusual career, start- 
ing in a very modest way and 
building one of the largest busi- 
nesses of its kind in the east. 
At 75 his present chief hobby is 
the same as it has been for 60 
years and that is, his business. 
Although his son, Edwin R., is 
president of the company, and 
has been for some years, Mr. 
R. J. is in the office nearly every 
day, except during his vacation 
period and is actively an inspiration for the company and 








R. J. MASBACK 
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HARDWARE AGE 
FIFTY-YEAR CLUB 


HE hardware industry is blessed with the accrued wisdom which 
comes to men who have spent fifty useful and active years in 
the business. Such men merit some special recognition and the 
appreciation of the entire industry. To that end the HARDWARE AGE 
FIFTY-YEAR CLUB dedicates itself—a new organization without 
dues, obligations, rituals, conventions or assessments. Men who en- 
tered the hardware business prior to 1885 are eligible and are here 
invited to provide their most recent photographs, with a brief history 
of their business records for inclusion in the club roster which will 
be published in the pages of this publication. It is not necessary that 


members be continually with one company since that 
time, but merely that on or before the year 1885 they 
started in the business and have stayed in it fifty years 
or that if they retired they have a fifty-year record in the 
retail, wholesale or manufacturing end or in a combina- 
tion of connections in two or all three of these phases of 
the hardware industry. Harpware AGE salutes these 
half century veterans and will welcome additional mem- 
bers. 


its progress. The present elaborate quarters of this com- 
pany, from 74 to 84 Warren St.. contrasts with the modest 
little store in which he started business on Chambers 
Street when it was the hardware center of the eastern 
market. 


HENRY C. ZUSCHNITT has 
been in the hardware business for 
60 years and is still a booster and 
on the job every day in the hard- 
ware and implement business 
conducted by the Estate of C. L. 
Glasgow at Nashville, Mich. He 
has been with this firm since 1881 
and for six years previous was 
connected with the business of 
C. C. Wolcott in the same locality. 
His hobbies are attending to 
business and going fishing and 
hunting in his spare time. He 
has been village president, bank 
director, village clerk, township 
clerk, treasurer of the local band 
and secretary of his lodge. Born 
in 1875 he has seen a great many changes take place in 
the hardware business and in business generally. He en- 
joys the reputation of having kept abreast with the times 
and with the changes that have taken place and he is rated 
to be one of the best posted hardware men in Michigan. 
In the several public offices he held he made many im- 
provements in village affairs and living facilities, such as 
new sewers, disposal plant, etc., as were typical of him 
throughout his 60 years in the hardware business. 





HENRY C. ZUSCHNITT 
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Thoughts on the Recent Convention 


’ NHIS year’s Atlantic City 
convention of the hardware 
wholesalers and manufac- 

turers has passed into history. As 

usual, everybody said it was the 

“greatest convention ever,” and 

actually, as far as numbers are 

concerned, I believe it was. 

We are a nation of mass pro- 
ducers. We love big things—big 
mountains, big water falls, big 
prairies, big rivers, and most of 
all we like big crowds. But when 
one reviews history, there is the 
question, “Has the best work in 
the world been done by the 
masses?” Hasn’t the minority, the 
few, always carried forward the 
battle flag of reform, progress and 
improvement? It is a common 
thing for orators to tell us how 
Abraham Lincoln always believed 
in the people, and how he always 
trusted them. And these orators 
even convey to us the idea that 
Lincoln thought the majority of 
the people could be depended 
upon to be right most of the time. 
I wonder if Lincoln himself actu- 
ally thought this. I doubt it. 
There were periods in his life 
when he himself and his ideas 
were a very small minority. Ina 
putting forth his ideas he had to 
fight the majority. I wonder when 
Lincoln was in the minority, when 
he was alone, when he was criti- 
cised, when everything looked as 
if the country were “going to the 
dogs,” if he thought then that the 
mass of the people were always 
right. 


They Dealt in Realities 


Then there was George Wash- 
ington, Alexander Hamilton, 
Thomas Jefferson. History clearly 
indicates that they not only did 
not trust the mass of the people, 
but seriously doubted their wis- 
dom and were afraid of the things 
they would do if they were left to 
their own devices. Washington, 
Hamilton and Jefferson were all 
men who dealt in the realities of 
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life. They were idealists, but they 
always stood with their feet on 
the ground. Eleven years after 
the Declaration of Independence, 
at the time when the thirteen states 
were in a chaotic condition, the 
people discontented and dissatis- 
fied, the money of the United 
States was worth just two and a 
half cents on the dollar. Several 
of the states were on the verge 
of rebellion. One or two of the 
states were even ready to request 
England to come back and take 
over the colonies and settle all the 
aspirations and hopes of the 
young republic. Things were at 
their worst. And then the consti- 
tutional committee was appointed 
to meet in Philadelphia in the 
year 1787, to draw up the consti- 
tution. Now just read this con- 
stitution. This committee, com- 
posed of the greatest minds in the 
country at that date and probably 
the greatest minds in the world, 
believed in the system of “checks 


and balances.” The Senate 
checked the House. The House 
checked the Senate. The House 


and Senate checked the President, 
and the President was given the 
power of veto, so he could check 
both the Senate and the House. 
Human nature to these realists of 
the constitutional committee was 
just human nature as it is. They 
evidently did not believe in the 
supreme wisdom of the mass 
mind. They formed a government 
of controls. The constitution of 
the United States guaranteed the 
citizens certain things, but at the 
same time it controlled the citizen. 
It was not a case of the citizen 
getting something for nothing. 
What he was guaranteed was life, 
liberty and the pursuit of happi- 
ness, but he did not get this for 
nothing. He in turn had to give 
up a certain part of his freedom 
of action to receive the above gifts 
from the government. This consti- 
tution served its purpose, and it 
has served its purpose from that 
day to this in the respect, love 


and affection of the people. But 
after all, only a few men had the 
foresight and the wisdom and the 
patriotism to write this constitu- 
tion. So, to be frank, as I wan- 
dered in the halls of the hardware 
convention, as I listened to job- 
bers and manufacturers, I won- 
dered if a weakness of this whole 
convention were not in its num- 
bers. 

Suppose a prize fight were ad- 
vertised, in which the fighters 
merely shadow boxed. Would 
thousands of men put up a mil- 
lion dollars in cold cash to see 
these prizefighters punch a bag all 
by themselves? I guess not. What 
the crowd wants is two prize- 
fighters fighting each other, real 
fighting, which ends in a knock- 
out. They want to find out who is 
the best man. How excited would 
you and I get about a golf game 
if we just played by ourselves? 
The fun of golf is in the com- 
petition. In competition we find 
out how good we are. Is our game 
improving, or is it going off? 
The one-man game, in my judg- 
ment, would not give many thrills 
or cause much excitement. Soli- 
taire is a nice game of cards. But 
it never gives the thrill that you 
get from a keenly contested game 
of bridge, with expert players. 
So it goes all down the line. There 
must be competition and a clash 
of ideas if we are to expect in- 
terest. 


Talks Approved? 


I am not criticizing this par- 
ticular convention for the selec- 
tion of its speakers. Most of the 
talks were very good indeed. But 
the trouble as I see it, was that 
these speakers were called upon 
to talk on subjects from the angle 
the convention desired. In other 
words, the convention committee 
wished to have talks that they ap- 
proved. What I have the temerity 
to suggest is that at hardware con- 
ventions, banquets, Rotary Clubs, 
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Kiwanis Clubs, Sales Executive 
Clubs, etc., the committee on 
speakers should select two men, 
one man to advocate a certain 
idea, for instance, explaining all 
the good things that have been 
done by the government, while 
the other takes the opposite stand, 
telling just where the government 
has not done so well. If the two 
men were good speakers, well 
versed in their subject and good 
sports, there would be something 
exciting in the debate. The fel- 
lows in the back of the room 
would stop talking. They would 
listen. Now, for instance, if you 
go to the average hardware con- 
vention you will hear talks about 
resale prices, in other words, price 
fixing. You will hear about how 
certain states have passed certain 
laws with which they can have 
price fixing within the borders of 
their states. However, on the other 
hand, I would like to hear what 
the other fellow has to say who 
is opposed to resale prices and 
price fixing. But you never hear 
from him. Probably if he should 
stand up at some of these up-to- 
date conventions, if there were 
any rocks around he would be 
stoned in the good old-fashioned 
manner. What all of us should be 
after, is the truth about things 
as they are, and, personally, I 
am a good deal like the gentle- 
men who wrote the constitution. 
I believe in the “checks and bal- 
ance” system. I believe one speak- 
er should be checked and balanced 
by another speaker, and between 
the two probably we would be 
nearer the truth of the matter. 

Well, so much for that! I 
missed many of the old-time faces 
that I hold in affectionate memory. 
However, I met many of the old 
timers with frosty heads who are 
still here. It was a delight to 
shake their hands, to greet them 
and to talk about the old days. 
But of even more interest to me 
than this was the younger gener- 
ation that is forging to the front. 
I like to watch them. Some of 
them even came over to me, in- 
troduced themselves and told me 
they had heard of me from their 
fathers. I thought this was very 
nice of them. A young fellow 
who will take the trouble to do 
a pleasant thing like this must 
be worthwhile. 
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A great deal has been written 
criticizing the younger generation, 
but I must admit by and large 
that I think at this convention 
they stacked up very well indeed. 
For instance, while there were 
room parties and there was no 
trouble getting all of the hard 
stuff you wanted, I didn’t see a 
single young man under the in- 
fluence of liquor. I believe young 
men generally in business have 
learned to take it or leave it. Some 
of the most serious talks I had 
about the future of business in 
this country were with these young 
fellows. They seemed to be very 
much interested and alert, and I 
believe this means a great deal 
for the hardware business. There 
was another thing that struck me. 
That was that time has changed 
the composition and management 
of many of our large corpora- 
tions, both in manufacturing and 
jobbing. The stockholders of many 
of these corporations, the real 
owners, are not active in the busi- 
ness. The older men have passed 
away, or they have retired. The 
stock in the various companies 
has drifted into the hands of fami- 
lies. There are many women who 
have large interests in hardware 
manufacturing and _ jobbing 
houses. They have inherited these 
interests. Such conditions, which 
are perfectly natural and to be 
expected, have led to a new class 
of executives. They are usually 
younger, or middle-aged men who 
have grown up in the business 
and are now presidents or vice- 
presidents of the various concerns. 
This type of executive has now 
become very common, especially 
among the great corporations of 
this country. As a rule, they have 
not yet had time to accumulate 
very much stock in the business. 
As a rule, when they are men of 
unusual ability, they draw very 
good salaries, and the reason for 
this is that the corporation wishes 
to command all of their time and 
all of their business ability, and 
desiring this, they must pay a 
fair price for it because these 
same men, if they should go into 
business for themselves, could no 
doubt earn large profits. There- 
fore, to secure this talent and to 
hold it, these corporations must 
pay large salaries, and this is 
something the great public and 


the politicians do not seem to 
understand. It is a question not 
only of business ability, but of 
integrity. Along with this is de- 
sired experience, good health, 
strength and the ability of an ex- 
ecutive to think hard, work hard 
and stand punishment. You can’t 
get such things for nothing. When 
you wish the pick of anything, 
when you wish the best that is 
being produced, no matter whether 
it is a peach or a piano, you must 
expect to pay for it. 

In my judgment, and allow me 
to be absolutely frank, what the 
hardware jobbing trade in this 
country needs especially are two 
things. First, leadership, and, 
next, less of rugged individualism 
and more of the cooperative spirit. 
I wonder if the hope of the in- 
dustry after all is not in these 
younger men who are now coming 
to the front. The old man, un- 
less he is very unusual, is liable 
to hark back to the things that 
were done in the past. He likes 
the old ways. Somehow he feels 
unconsciously that maybe the 
good old times will return. In 
any event, as he realizes he has 
only a few years left, why stir 
matters up. Why make a lot of 
work for himself by attempting 
to develop some new idea. When 
I was a salesman I always de- 
tested having an old man for a 
customer. They were always full 
of crochets and hard to handle. 
They thought they knew it all. 
A young man could not possibly 
tell them anything. If there were 
an argument they would always 
fall back on the saying: “Why, 
young fellow, I was in the hard- 
ware business before you were 
born.” What an argument! Just 
as if years of service or years of 
experience in themselves make a 
man especially valuable. It is 
what he does with this experience 
that counts. Years of service may 
have worn him gut, or at least 
gotten him into a hopeless rut, 
and years of experience, if ana- 
lyzed, may show that his average 
was 50 per cent—50 per cent 
right and 50 per cent wrong. The 
great successes that have been 
built up in other lines, in the au- 
tomobile business, for instance, in 
radio, moving pictures, and all 
these new things, have not been 

(Continued on page 90) 


HARDWARE AGE 

















Selling the 





Instalment Service Charge 


The Methods of Skillful Stores—Quoted Prices 
—Psychological Devices—Cooperative Schedules 


By JOHN T. BARTLETT 


Co-Author, Retail Credit Practice, Credit Department Salesmanship, 
and Methods of Instalment Selling and Collection 


HE swift rise of the carry- 
ing charge to recognition as 
the soundest method for 
“passing on” the cost of instal- 
ment service imposes on the hard- 
ware dealer using the plan the 
necessity for mastering the task 
of “selling the charge.” . 

The ancient system, still ruling 
in certain trades, consists in quot- 
ing the instalment price, wherein 
time service costs are concealed. 
The store simply sells its mer- 
chandise. The new plan puts one 
price on the goods, and another 
on instalment service. The second 
charge may be as obtrusive as a 
sore thumb, and about as useful. 
In clumsy handling by store per- 
sonnel, the customer (1) may ‘re- 
act to it as a reason for not 
buying on the instalment plan, 
(2) consider it too high, or (3) 
higher than that of competing 
stores. 

Preliminary to an explanation 
of best practice, the writer would 
remark that the example of those 
cities which, working through the 
Credit Bureau, have agreed on 
uniform terms, so that, no matter 
what type of instalment store the 
buyer enters, he finds the same 
carrying charge quoted, should 
be followed by many other cities. 
Such a plan withdraws the carry- 
ing charge from the field of com- 
petition, and gives to its uniform 
details the group endorsement of 
local stores. This condition is 
vastly conducive to ready public 
acceptance. 

There are various ways of com- 
puting a carrying charge, but the 
plan having widest acceptance 
consists in applying a fixed per- 
centage per month, for the pay- 
ment period, to the balance re- 
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maining after down payment, 
one-half of 1 per cent is a pop- 
ular figure. If a $100 sale is on 
terms of 25 per cent down, bal- 
ance in six monthly payments, 
the carrying charge of one-half 
of 1 per cent would figure 3 per 
cent of $75.00, or $2.25. This 
might be collected entire, as an 
addition to the down payment, or 
monthly in equal amounts. Some- 
times the carrying charge is fixed 
upon the total amount before 
down payment. 

The carrying charge which the 
hardware dealer should establish 
is affected by a variety of con- 
siderations. If the management 
finances sales with owned capital, 
it can establish a rate which 
covers its costs and yet is low. 
Management may consider that 
best policy is to adhere to a low 
charge, for the competitive ad- 
vantage thereby secured. On the 
other hand, if business is financed 
in whole or in part through 
finance companies, relatively high 
carrying charge rates will be nec- 
essary, and usually the finance 


company will dictate these, which 
diminish as size of contract in- 
creases and with length of con- 
tract. Usually there are minimum 
contracts, and minimum finance 
charges. 

Still another consideration is 
competition. The dealer may be 
so situated that he can collect a 
high carrying charge without 
trouble, or, on the other hand, 
may be “up against” such com- 
petition that he cannot collect 
the charge he should, and is forced 
to absorb a reduction in his profit 
margin in order to meet his com- 
petitor. 

Good management surveys the 
situation affecting the store in 
all its angles, then arrives at the 
best carrying charge basis pos- 
sible. First, the dealer will finance 
his sales as economically as pos- 
sible. Second, having the exact 
facts of competition before him, 
he will not be stampeded by dis- 
parity in carrying charge figures 
if he enjoys a competitive supe- 
riority in product, salesmanship, 
or other factor, which enables 
him to overcome the carrying 
charge condition. Finally, he will 
handle the carrying charge in all 
customer relationships with high 
salesmanship. 

Salesmanship finds a way 
around great obstacles. For in- 
stance, we investigated a hard- 
ware dealer only recently estab- 
lished who was forced to finance 


. through an industrial bank. His 


principal competition was a pow- 
erful concern which financed with 
owned capital. Most of his sales 
were below $150, where financing 
through finance companies is most 
expensive. It was out of the ques- 
(Continued on page 92) 
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Get Your Holiday Windows 
Started Immediately 
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giving and Christmas sell- 

ing will, naturally, depend 
a great deal upon the promptness 
with which you get started on your 
window displays. While all pos- 
sible effort should be placed on 
Christmas windows, do not un- 
derestimate the value of Thanks- 
giving selling. So much of the 
hardware stock is available for 
this particular season that it is 
well worth while to put some real 
thought into the display of the 
merchandise. Cutlery and cooking 
utensils have their heyday dur- 
ing this month, they are in de- 
mand; so push them by playing 
them up in your window—and 
store displays. The HARDWARE 
AGE original display suggestion 
makes it easy to put in a trim 
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that will attract attention. The 
chart, all squared off, lettered and 
numbered for easy mapping, will 
enable you to enlarge this to any 
size desired. Simply decide how 
many times larger than the illus- 


tration you wish your poster to 


be and make squares that many 
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times greater in size and go ahead 


with your mapping of the pic- 
ture. It will be easier than you 


imagine. 
Coincidental with Thanksgiving 


season come the bootball games 
and they offer yet another chance 
to present your sporting goods in 


W. J. Pettee, Oklahoma City, Okla. 
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favorable light. We offer another 
suggestion for this department on 
this page. 

The photograph of the smart 
and interesting Christmas window 


comes from W. J. Pettee’s hard- 
ware store in Oklahoma City, 


Okla. 
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Many Wholesalers and Retail- 


89, hy ers Express Appreciation for 


Hardware Age Directory and 


Catalog Edition Just Out 


Theyre Telling Us 


The Only One 


CHarLoTte, N. C.—We have 
just received our copy of your 
HarpwareE Ace Directory of 
Manufacturers, dated September 
26, 1935. and we want to thank 
you very much for sending us this 
guide. 

Our copy of the Directory came 
to us in good condition and has 
immediately been placed in a con- 
venient place in our office. 

This Harpware AcE Directory 
is.the only one of its kind that is 
in use in our office today and we 
not only find frequent occasion to 
refer to this directory, but find 
that the information which it con- 
tains is more accurate and re- 
liable than any similar informa- 
tion which we’ve ever been able 
to obtain from directories hereto- 
fore. 

J. C. Erwin, Vice President, 
Glasgow-Allison Company. 





Of Considerable Value 


New Orteans, La.—This will 
acknowledge receipt of “Who 
Makes It?” sent us recently. We 
compliment you on this issue. We 
believe it to be the best you have 
produced, and find it of consider- 
able value in our Buying Depart- 
ment. 


J. H. Hirt, President, 


A. Baldwin & Company, Inc. ~ 





More Than Pleased 


CLEVELAND, On10.—We are in 
receipt of the new HaRDWARE AGE 
“Who Makes It?” and are more 
than pleased with it. 

It is-almost indispensable to us, 
and is in continued use. We find 
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it very handy in supplying infor- 
mation to our customers, who ask 
for certain brands that we do not 
handle, and with the aid of this 
book we are able to give the neces- 
sary information. 
Thanking you for sending this 

book along, we remain, 

E. G. FRuEND, 

Pres. & Sales Mgr., 

Lake Erie Hardware Co. 





Put to Good Use 


‘Peorta, Itt.—The new Di- 
rectory (or, “Who Makes It?”) 
issued by the Harpware AGE ar- 
rived several days ago in perfect 
condition. 

We consider this directory most 
complete and it is used by our dif- 
ferent buyers and catalogue men 
many times each day. I have 
taken up the matter with the 
users of the directory and asked 
for their criticisms, but all of 
them said it was most complete 
and they could not criticize «it in 
any way and they used it more 
;than any directory we had in the 


‘House. 


We appreciate very much your 


" sending this to us and assure you 


it will be put to good use. 
Again thanking you, we remain, 
Warp WaLKer, President, 
Isaac Walker Hardware Co. 





‘Referred to Frequently, 


St. Paut, Minn.—We received 
our copy of the Harpware AcE 
Directory. We have this directory 
in our file and it is referred to 
frequently. 

J. M. Bursank, 
Farwell, Ozmun, Kirk & Company 


Most Useful 


Ottumwa, lowa.—Your recent 
issue of the HarpwarE AcE Direc- 
tory arrived in good order. We 
like the arrangement of it and we 
are finding it most useful. I don’t 
think there has been a day since 
we received it that it has not been 
put into active use by our buyers. 

We thank you for this valuable 
publication. 

C. S. Harper, President. 
Harper & MeclIntire Co. 





Very Useful 


ATLANTA, Ga.—Our buyers are 
very glad to have in their posses- 
sion your “Who Makes It?” I am 
advised by all of them that they 
find this book very useful indeed. 
We appreciate your sending it to 
us and hope you will remember us 
on future issues. 

W. A. Parker, President, 

Beck & Gregg Hardware Co. 





It’s a Wow 


CoaTEsvILLE;-Pa—-What would 
we do without .the HarpwaRE 
Ace? Your paper certainly fills’ 
a great need at this particular time 
for the hardware man and now 
you bring ‘out, your new “Who 
Makes It?” and it’s a WOW. It’s 
nice to know that there is a handy 
reference of information that we 
can. turn to when one of the mil- 
lion questions that a hardware man 
is asked comes up to be answered 
—-and ‘does a-hardware man have 
to know the answers? 

Wishing you all the luck, we 
want to thank you for ‘our copy 
of “Who Makes It?” 

W. E. Donocuue, 
East End Hardware 
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Must Have It 


Scuenectapy, N. Y.— We ac- 
knowledge receipt of our copy of 
the HarpwareE AGE Directory and 
thank you very much for same. 

This book is used daily in our 
office and we would not know 
how to “keep house” without it. 
It is certainly a very complete 
hardware reference book, and we 
can think of no improvement that 
you could make. 

WALLACE ARMER. 





Most Complete 


Canton, Onto.—We have re- 
ceived your Directory, or “Who 
Makes It?” in very good condi- 
tion. It seems to us that this is 
the most complete directory that 
HarpwarE AGE has published to 
date. 

We are always pleased to re- 
ceive this directory, as it shows 
copies of advertisements, as well 
as sources of supply covering 
the major lines in the hardware 
field. 

This book will be very useful 
to us and we greatly appreciate 
the time and effort incurred in 
bringing the issue to its present 
standard. 

G. E. Banks, Sales Manager. 
The Canton Hardware Company. 





At Least Once a Day 


We received the copy of the Di- 
rectory and it came through the 
mail in good shape. 

There isn’t a day passes that 
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we don’t refer to this “Buyer’s 
Guide” at least once. In fact, we 
have become so accustomed to 
using it the past two or three years 
that we could hardly get along 
without it. 

We wish to take this oppor- 
tunity to thank you for this serv- 
ice you render. 

Frep C. Rospsins, 
Gates Hardware Company. 


Great Help 


Omana, Nes.— We wish to 
acknowledge receipt of the Direc- 
tory “Who Makes It?” 

We appreciate very much re- 
ceiving this, and it will be a great 
help to us in locating manufac- 
turers whom we do not do business 
with and whose goods we wish to 
purchase. 

ANDREW CAMERON, Secretary, 
Wright & Wilhelmy Company 





Very Useful 


La Crosse, Wis. —I wish to 
acknowledge receipt of your “Who 
Makes It?” directory and wish to 
thank you for same. 

We find your directory very use- 
ful to our buying department. 

Thanking you for remembering 
us, 

G. F. Kroner, President, 
Fred Kroner Hardware Company 


Every Day 


Ottumwa, lowa—We acknowl- 
edge receipt of the Directory you 
sent us and this arrived in good 
condition. 

Almost every day we use this 
for reference, getting addresses, 
etc., and assure you it is a very 
convenient book to have in our 
office. 

E. A. Haw, President, 
Haw Hardware Company 


Like a Bible 


KNOXVILLE, TENN.—We beg to 
thank you very much for the copy 
of the HarpwaReE AcE ‘‘Who 
Makes It?” There is hardly a 
day that we do not use this for 
ready reference, and we use it like 
a preacher uses his Bible when he 
wants to find out anything. It is 
a never-ending source of informa- 
tion and we do not know how we 
could get along: without it. 

C. C. Cruze, Vice-president, 
Wright-Cruze Hardware Company 


Congratulations and 
Thanks 


PortTLanp, OrE.—We have just 
received the 1935 edition of “Who 
Makes It?” and assure you it’s the 
best one you have ever issued and 
we are quite sure it will be of great 
help to us during the year. 

Congratulations and thanks. 

Joun T. MitTcHELL, 
John T. Mitchell Sales Company 





Better Than Most 


Jersey Crry, N. J.—Just a line 
to let you know that I received 
the copy of the HarpWARE AGE 
Directory Saturday morning in 
good condition. 

I have used the old one con- 
tinuously for buying and find that 
it suits my needs better than most 
Guides. Yours have the Hardware 
& Furnishing Manufacturers listed 
without going over numerous 
names that are useless. 

Thanking you for sending me 
the edition, and trusting when you 
are in Jersey City, we may have 
the pleasure of greeting you, I am, 

F. J. Bupp, 

Chas. J. Smith & Company. 
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UPWARD BUSINESS TREND 
INDICATED BY PHILA. SHOW 


The success of the 8th Annual® 


Electric and Radio Show which 
concluded a week’s run on Oct. 
12 in Convention Hall, Philadel- 
phia, was taken as an indication 
of the upward business trend in 
the electrical industry. C. K. 
West of the Electrical Associa- 
tion of Philadelphia and sponsor 
of the show announced that this 
year’s event was the greatest in 
every respect since 193]. An in- 
creased public response and po- 
tential buying power was _ indi- 
cated. 

During the six days of the ex- 
position’s duration, 121,000 per- 
sons were admitted. It was felt 
that the greatly increased num- 
ber of women at the show led to 
the closing of sales transactions 
in all lines of household appli- 
ances. From opinions gathered 
at the close of the show, it 
seemed that business had far ex- 
ceeded the expectations of the 
exhibitors. 


BOSTON VARNISH CO. 
HELD SALES CONVENTION 


The Boston Varnish Co., 
Everett, Mass., held a three-day 
sales convention Oct. 21-23 at its 
plant there. President James B. 
Lord made the address of wel- 
come to the salesmen and in- 
vited guests. Other officials of 
the company who spoke were: 
H. A. Hall, Jr.; H. B. Winne, 


vice-president and director in 
charge of sales; and A. G. 
Ballester, director and Chicago 
manager. 


The business of the canvention 
was confined almost entirely to 
merchandising and _ advertising 
plans. The convention was con- 
cluded with a large banquet at 
the Winchester Country Club, 
Winchester, Mass. Mr. Lord 
spoke of the company’s growth 
in the last 35 years. Messrs. 
Ballester, Winne and Gilmour, 
credit manager, received gold 
watches, suitably engraved, in 
recognition of 25 years of service. 





WASHER FIRM OFFERS TO 
LOAN WINDOW DISPLAY 

The Wrought Washer Mfg. 
Co., Milwaukee, Wis., has re- 
cently completed the construction 
of a special traveling window 
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display which they announce is 
now available to 
tailers for periods of two weeks 
at a time. 

Display consists of two com- 
plete units made of wood panels 
fastened to a double tier plat- 
form of semi-oval shape. It is 
attractively furnished in silver, 


hardware re- | 


| 


orange and black. Printed cap- | 


tions are in raised lettering con- 
sisting of carved wood mounted 
on the panels. <A_ variety of 
washer samples accompany the 
display and a chart of directions 
for setting it up is furnished. 


PACKAGING EXPOSITION 
TO BE HELD IN N. Y. 
The Sixth Packaging Exposi- 
tion will be held March 3-6, 1936, 
at the Hotel Pennsylvania, New 
York City, according to an an- 
nouncement by Alvin E. Dodd, 


the 


executive vice-president of 
American Management Associa- 
tion, which is sponsoring the 


show. Eleven manufacturers of 
packaging machinery, producing 
equipment performing 20 or more 
different mechanical functions in 
this field, will participate. 

In the series of conferences 
and clinics to be held in conjunc- 
tion with the exposition, discus- 
sions of machinery will have an 
important part in the program, 
owing to the fact that current 
competitive conditions , require 
more highly specialized packag- 
ing machinery. A_ substantial 
part of the packaging machinery 
now in use is obsolete, according 
to Mr. Dodd, and must be re- 
placed to enable the users to 
compete for business on an equi- 
table basis. 

The classifications represented 
by these 11 exhibitors include 
automatic weighting, filling, wash- 
ing, stitching, packing, printing, 
capping, casing, closing, forming, 
lining, coating, tube filling, count- 
ing, metal edge staying, emboss- 
ing, gluing, labeling and wrap- 
ping. 

AIRCRAFT METAL TO 
MANUFACTURE STOVES 
The Aircraft Metal Co., Colum- 

bus and Martins Ferry, Ohio, 
has plans in progress to build 





and operate a $50,000 plant there 
for the manufacture of stoves, 
ranges and insulation, according 
to an announcement by B. C. 
Zuhar, general manager. He said 
that more than $30,000 worth of 
machinery and equipment would 
be installed and the plant would 
eventually employ 100 workers. 





ADAMSON HEADS CAPITAL 
HARDWARE STORES, INC. 

At the fall dinner of the Capi- 
tal Hardware Stores, Inc., Wash- 
ington, D. C., held at O’Don- 
nell’s Restaurant, the following 





W. W. ADAMSON 


officers were elected: W. W. 
Adamson, president; John Saw- 
yer, vice-president; Stanley A. 
Wiener, secretary, and Clarence 
Youngblood, treasurer. Plans 
were made for the coming season 
and a very promising program 
was arranged for the further de- 
velopment of this group of inde- 
pendent dealers. There was a 
record attendance. 


NEW YORK TO SEE 
AUTO SHOW NOV. 2-9 


The National Automobile Show 
will be held at Grand Central 
Palace, New York City, Nov. 2-9, 
and more than 12,000 dealers, 
fleet owners, and _parts-and-ac- 
cessory people will receive invi- 
tations. In view of the fact that 
this is the only national show 
scheduled this season, the influx 
of dealers to New York is ex- 
pected to break all records. 

The list of exhibitors now 
numbers 28 makes of passenger 
cars, six commercials and 44 
accessories-and-parts companies. 





DR. W. L. THORP JOINS 
DUN & BRADSTREET, INC. 


Dr. Willard L. Thorp has re- 
cently become associated with 
Dun & Bradstreet, Inc., New 
York City, as director of eco- 
nomic research. Dr. Thorp was 
professor of economics at Am- 
herst College for a number of 
years and later was a research 
staff member of the National 
Bureau of Economical Research. 

Since 1933 he has been in 
Washington as director of the 
Bureau of Foreign and Domestic 
Commerce and chairman of the 
Advisory Council of the National 
Recovery Administration. He was 
appointed a member of the Fed- 
eral Alcohol Control Administra- 
tion at its inception, and acted as 
American member of the Eco- 
nomic Committee of The League 
of Nations in 1934. 

Dr. Thorp has written a num- 
ber of books and articles which 
relate especially to the field of 
business organization and the 
analysis of business conditions, 
and has addressed several hard- 
ware conventions. 





MARX CO., INC., BUYS 
ERIE STOVE PLANT 


The Louis Marx Co., Inc., toy 
manufacturers of New York City, 
has purchased the plant of the 
Erie Stove & Mfg. Co. of New 
York. The Marx Co. also oper- 
ates the Girard Model Works, 
Girard, Pa. The newly acquired 
plant will be equipped for toy 
manufacture. 


SEEKS LINES FOR 
PANAMA CANAL ZONE 


Omphroy’s Auto Supply, P. O. 
Drawer Y, Ancon, Canal Zone, 
doing business in Panama, wishes 
to add a hardware section to its 
business. It is stated that the 
firm’s location is advantageous as 
there isn’t a hardware store 
within a mile. The firm is a dis- 
tributor of Timken Bearings, 
Dunlap tires, Willard batteries, 
etc. 


SEEKS CATALOGS 
Baton Rouge Supply Co., Inc., 
802 Main St., Baton Rouge, La., 
requests catalogs from manufac- 
turers of hardware and kitchen 
supplies. 
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J. R. CLANCY, INC., 
NOW CLANCY MFG, CO. 


J. R. Clancy, Inc., 1010 West 
Belden Ave., Syracuse, N. Y.., 
manufacturers of theatrical hard- 
ware, has been purchased by 
George Lee Scherr, former Syra- 
cuse bank executive, and Charles 
Tompkins, former hardware man 
in Utica. They have formed the 
Clancy Mfg. Co. 

The transaction involved 
$60,000 and included purchase of 


stock in the old concern. Trans- 


fer of the stock, real estate, ma- | 
chinery and other assets was co.- | 


cluded when the RFC granted a 
loan of $20,000 to the new com- 
pany. 

Mr. Tompkins is president of 
the new firm and Mr. Scherr is 
secretary and _ treasurer. Mr. 
Scherr announced that with the 
RFC loan as working capital the 
new company would expand its 
business of manufacturing the- 
atrical hardware, hose clamps 





and other light hardware articles. 


John R. Claney began his man- 


| ufacturing business in 1885 in a 


small plant. but subsequent 
growth led to the building of the 
present factory in Belden Ave. 
The business was incorporated in 
1923. 


WORTHINGTON ISSUES 
CHRISTMAS SUPPLEMENT 


The Geo. Worthington Co.. 
Cleveland, Ohio. has issued its 
Christmas Supplement illustrat- 
ing and describing the various 


| 
| 
| 
| 
| 


| Housewares 


gift items carried by the com- | 


pany. A feature of the catalog is 
the price arrangement. Through- 
out the supplement the retail 
prices are given along with the 
description of the items. Dealer 
prices are listed in the front on 
pages that can easily be removed. 
This arrangement enables the 
dealer to sell from and show the 
catalog to a customer without 
divulging his cost. 





PRATT & LAMBERT SALESMEN CONVENED 
AT CHICAGO, BUFFALO AND NEW YORK 


Salesmen of the western divi- 
sion of Pratt & Lambert, Inc., 
Buffalo, N. Y., met Sept. 30, 
Oct. 1 and 2, at the Drake Ho- 
tel, Chicago, for a three-day con- 
ference. C. D. Sproule, vice- 
president in charge of the west- 
ern division made the welcoming 
address. 

H. E. Webster, president, 
spoke optimistically concerning 
the outlook for the paint and 
varnish industry and expressed 
confidence in a good volume of 
business for the firm. He referred 
to figures, reports of authorities 
and the improved conditions in 
the building field, the steel, au- 
tomobile and textile industries. 
Millions of homes must be built 
in the next few years to re- 
store normal housing conditions 
in this country, he stated. 

Following Mr. Webster, W. P. 
Werheim, vice-president, outlined 
the fall, 1935, and spring, 1936, 
advertising campaign. R. W. 
Lindsay, vice-president and gen- 
eral sales manager, spoke on 
selling methods and products, 
assisted by W. R:-Fuller, tech- 
nical director. A prominent part 
of the session was occupied by 
a discussion of the company’s 
extensive paint line by G. M. 
Breinig, manager of the paint 
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division. W. C. Woodyard, man- 
ager of architectural service de- 
partment, Chicago, outlined ar- 
chitectural and maintenance 
work in the western division. Mr. 
Sproule was toastmaster at a 
banquet held Oct. 2 at the Drake 
P&L songs enlivened the occa- 
sion. 

Similar three - day meetings 
were held at Hotel Statler, Buf- 
falo, Oct. 3-5, for representatives 
of the central Canadian and in- 
dustrial divisions, H. E. Web- 
ster making the welcoming ad- 
dress. C. J. Spaulding, general 
sales department, reviewed the 
architectural and maintenance 
work in the central division area. 
Conferences of the industrial 
group were held at the plant 
under the leadship of T. E. Mur- 
phy, manager of industrial sales. 

Meetings of the eastern divi- 
sion were held at the Hotel Van- 
derbilt, New York City, Oct. 7-9, 
where the men were welcomed 
by H. S. Prescott, vice-president, 
in charge of Eastern territory. 
Architectural projects and main- 
tenance work were presented by 
C. W. Brown, sales manager of 
the eastern division, and R. A. 
O’Hara, manager architectural 
service. A banquet followed 
Tuesday’s business session. 





ELECTRICAL HOUSE- 
WARES WEEK, | 
DECEMBER 2-7 

Twelve large electrical manu- 
facturers of small appliances in 
America—in connection with the 
Edison Electric Institute — will 
promote a_ national Electrical 
Week, Dec. 2-7. 
Every central station, depart- 
mentalized store and dealer han- 
dling electrical goods will be in- 
vited to participate. It is hoped | 
that the result of this planned | 
and coordinated promotion will | 
be increased sales and_ bigger | 
profits for every participating | 
dealer and a better all-year de- 
mand for these products. : 

A feature of the week will be | 

the installation of a window dis- 
play or interior display or both, | 
incorporating a special display 
poster in every store in which 
quality electrical housewares are 
sold. For the best displays, $600 
in cash prizes will be given away. 
Posters and colorful broadsides 
describing the prize contest and 
explaining how dealers may most 
effectively tie-in their own pro- 
motional activities with Electri- 
cal Housewares Week will be 
mailed broadcast on Nov. 15. 
Extra copies may be secured 
through cooperating manufactur- 
ers. Other promotional plans and 
materials have been prepared and 
are available to all dealers with- 
out cost or obligation. 














PHILA. ASSN. HELD 
LADIES’ NIGHT OCT. 17 


Moving pictures were the prin- 
cipal features of “Ladies’ Night,” 
held by the Retail Hardware As- 
sociation of Philadelphia at its 
monthly meeting on Oct. 17. Sev- | 
eral hundred hardware retailers 
and their wives and families at- 
tended. One set of films showed 
scenes of the annual outing of 
the association last July and an- 
other set showed the Westing- 
house All-Electric Home in Mans- 
field, Ohio. 

A carnival conducted in true 
circus style by Jeff Lide and R. 
M. Armstrong, of the Philadel- 
phia Merchandising Division of 
the Westinghouse Electric & Mfg. 
Co., demonstrated electric goods 
available to hardware retailers. 

George R. Park, Jr., president, 
presided. W. Glenn Pearce, man- 
aging director of PASHA, dis- 
played the picnic films. 
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FEARN, ASST. TO HEAD 
OF RAY-O-VAC COMPANY 
Through a change in organi- 
zation in the Ray-O-Vac Co., 
Madison, Wis.. manufacturers of 
flashlights and batteries, Irving 
K. Fearn, formerly general sales 
manager, became assistant to W. 
W. Cargill, president of the com- 
pany. 

For several years Mr. Fearn 





IRVING K. FEARN 


has assumed responsibility for 
both sales and executive work. 
The recent change will relieve 
him of the doubled activity and 
permit him to devote more time 
to special executive work. 

L. H. Keller has been appoint- 
manager. Mr. Keller, 
better known as “Lon” through- 
out the trade, has been associated 
with the flashlight and battery 
industry almost continuously for 
27 years. His time will be wholly 
devoted to the problems of the 
distributor and dealer. 


CABLE, SALES MANAGER 
FOR FERRO ENAMEL 
D. L. Cable has been appointed 
sales manager of the Ferro 
Enamel Corp., Cleveland, Ohio. 
J. E. Honsen has been named 
as director of service and L. B. 
Hart as director of field service. 


PITTSBURGH PLATE 
GLASS TO BROADCAST 
Under the sponsorship of the 

Pittsburgh Plate Glass Co., Pitts- 
burgh, Pa., the Pittsburgh Sym- 
phony Orchestra will soon inau- 
gurate its first radio network 
series in weekly broadcasts. An- 
tonio Modarelli will conduct the 
orchestra. 
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GEORGE W. WELLES 
WEDS LESLIE GRIGGS 


On Sept. 14, 1935, George W. 
Welles, Jr., assistant sales man- 
ager of Kelley-How-Thompson 
Co., wholesale hardware firm of 
Duluth, Minn., was married to 
Miss Leslie Griggs also of Du- 
luth. Mr. Welles has been with 
Kelley-How-Thompson, of which 
firm his father was president 
until his retirement in 1932, foi 
the past 12 years. 

The bride is the daughter of 
Mr. and Mrs. R. L. Griggs of 
Duluth. Mr. Griggs is president 
of the Northern National Bank 
of that city. 


BEALE HONORED ON 


60TH ANNIVERSARY 
Edward F. Beale, president of 


will act as wholesalers only and 
will serve paint and varnish deal- 
ers of Rochester and vicinity. 


KENDALL HAS NEW POST 
WITH PITTSBURGH STEEL 


C. E. Kendall has been ap- 
pointed manager of Merchants’ 
Products Sales for Pittsburgh 
Steel Co., Pittsburgh, Pa. Mr. 


assistant manager of that office 


partment in 1928. Since May, 


ager of Fence Sales. 


BURGESS IN NEW POST 
FOR BURGESS LAB., INC. 





John T. Lewis & Bros. Co., paint 
manufacturers of Philadelphia, 
Pa, was hohored at a testimonial 
cinner in the Manufacturers’ and 
Bankers’ Club, Oct. 23, given by | 
business friends and associates. 
Mr. Beale has just completed his 
60th anniversary in the business. 
He is 82. Addresses were made | 
by Edward J. Cornish and Fred | 
M. Carter, both of New York; 
A. E. Bendelari, of Cincinnati, 
and S. French Reeves of Phila- 





| 





delphia. J. Sibley Felton pre- | 
sided and Ernest Trigg was | 
toastmaster. 


MASS. ASSN. TO HOLD 
“REMINGTON” NIGHT 


The meeting of the Western 
Massachusetts Hardware Asso- 
ciation to be held Nov. 13 at the 
Hotel Stonehaven, Springfield, 
Mass., at 7.00 o’clock will be 
“Remington” night, it was an- 
nounced by W. W. S. Alederman, 
secretary. A new moving pic- 
ture, “From Factory to Field” 
will be exhibited and the meet- 
ing will be addressed by A. L. 
French, Jr. and H. P. Davis, 
Remington representatives. The 
movie shows the manufacture of 
shotgun shells. Non-members 
desiring to attend, may do so by 
communicating with the secre- 


tary at 227 Worthington St., 
Springfield, or telephoning 2-4110 | 


before noon Nov. 13. 





DUPONT CO. TO OPEN 
ROCHESTER WAREHOUSE 


It was recently announced that 
E. I. duPont de Nemours Co., 
Wilmington, Del., will open a 
large warehouse branch at 
Rochester, N. Y., under the man- 
agement of Edward Lewis. Mr. 
Lewis at the present has charge 
of the Syracuse branch. 

Robert A. Jordan of Roches- 
ter, well known to the paint and 
varnish trade throughout western 
and central New York, has been 
appointed local representative for 
the duPont company. According 


ot 


C. F. Burgess, for 25 years 
president of the C. F. Burgess 
Laboratories, Inc., Madison, Wis., 
battery manufacturing plant, has 


| resigned to become chairman of 


the board of directors, a newly 
created post. He is succeeded 
as president by Arba B. Marvin 
of New York. Jackson Burgess, 
Freeport, Wis., has been named 
to the directorate of the com- 
pany succeeding G. W. Burgess, 
New York, resigned. 


from 1923 until he became as- | 
sistant manager of the Fence De- | 


to Mr. Jordan, the new branch | 


i 
| 


| 


Kendall came to the company’s | 
Chicago office in 1919 and was | 


1930, Mr. Kendall has been man.- | 





WACHMAN HEADS OLNEY 
BUSINESS MEN’S ASSN. 
Leon Wachman, retail hard- 

ware dealer of Philadelphia, Pa., 

was elected president of the Ol- 





LEON WACHMAN 


ney Business Men’s Association 
on Oct. 15. Mr. Wachman, who 
conducts a retail store in the 
Olney section of Philadelphia, 
one of the largest and progressive 
retail sections of the city, is a 
member of the executive board 
of the Retail Hardware Associa- 
tion of Philadelphia. 





| South African Hardware Man 


Attends Atlantic City Convention 





| 
| 





J. E. STONE, L. MILNER AND PHILLIP ROGERS 


L. Milner came the distance to attend the recent Atlantic City, N. J., 
convention of hardware manufacturers and distributors. He is manager of 
E. W. Tarry & Co., Ltd., 23, Si ds St., Joh burg, South Africa, 
and enjoyed the convention and its i and This photo 
taken on the famous boardwalk shows Mr. Milner in the center escorted by 
two officials of the American Hardware Manufacturers Association—Mr. 
Stone, vice-president, The Stanley Works, New Britain, Conn., and Mr. 
Rogers, president, The Millers Falls Co., Greenfield, Mass. Mr. Milner is a 
subscriber to HARDWARE ACE, and has been for several years. 

















The New Vice-President 
of the A. H. M. A. 





FRED EVERETT 


Seated wi | 





who was vice-p of 
the American Hardware Manufac- 
turers’ Association at the closing 





session of that organization’s 
semi 1 con i at Atlan- 
tie City, N. J., on Thursday, 


October 24, 1935. Mr. Everett is 
vice-president of the Columbian 
Rope Co., Auburn, N. Y., and has 
been prominently identified with 
major hardware conventions for 
many years. 











COLORADO FUEL & IRON 
OPENS CHICAGO OFFICE 


The Colorado Fuel and Iron 
Co., Denver, Col., has opened its 
Chicago office at 602 Railway 
Exchange Bldg. Marcus J. Au- 
relius has been appointed dis- 
trict manager. 

The company feels that 
Aurelius’ experience with 
various sales activities of 


Mr. 
the 
the 





M. J. AURELIUS 


company equips him with a 
sound knowledge of the products 
sold by his company; principally, 
railroad steel, merchant steel, 
wire, coal and by-products. 





HARRY A. WALLAHAN 


Harry A. Wallahan, traffic man- 
ager of The Arcade Mfg. Co., 
Freeport, Il]., passed away Aug. 
28. 
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GEORGE H. GRIFFITHS 
HONORED ON HIS 
25TH ANNIVERSARY 

On Thursday, October 24, 
1935, George H. Griffiths, presi- 
dent of Harpware AGE, was 
tendered a testimonial dinner by 
his associates on the staff of 
this publication. The occasion 
was his twenty-fifth anniversary 
as executive head of HARDWARE 
Ace and the dinner was held 
at the Union League, Philadel- 
phia. He was presented with a 
beautiful set of matched golf 
clubs and bag with a testi- 
monial brochure which took 
the form of an appreciation of 
his forty successful years in the 
newspaper and publishing field. 





GEORGE H. GRIFFITHS 


The toastmaster of the evening 
was C. A. Musselman, presi- 
dent, Chilton Co., publishers of 
HarpwareE Ace, of which parent 
company Mr. Griffiths is a vice- 
president and director. The 
event, which came as a complete 
surprise to the head of the pub- 
lication, followed closely the 
Atlantic City convention which 
he attended, as he has for the 
past twenty-five years. During 
the evening many telegrams of 
congratulation were received 
from prominent figures in the 
hardware industry. 





McKINSTRY IN NEW POST 
WITH INT. HARVESTER 
Addis E. McKinstry, who re- 

tired from the presidency of the 

International Harvester Co., 606 

South Michigan Ave., Chicago, 

last May, has been elected 

chairman of the executive com- 
mittee, which was _ formerly 
known as the finance committee. 
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resentations are false. 





WARNING! 


Readers advise us that someone, representing himself 
as an agent of HARDWARE AGE, is attempting to obtain 
photographs of hardware executives, claiming that such 
photographs are being taken at the request of and for the 
files of this publication. HARDWARE AGE has not given 
any photographer or photographic organization any such 
blanket authorization. It is the policy of this publication 
to issue specific and individual credentials whenever pho- 
tographs are required for publication. We urge our 
readers to ask for credentials signed by known executives 
of this publication before posing for pictures said to be 
for this publication or for our 
in signing what may prove to be an order for very expen- 
sive photo prints unless these prints are actually desired. 
If your photo is required for our use or files you will re- 
ceive a letter from this publication indicating (by name 
and address) the photographer authorized to do the work. 
The photographer will also receive a letter. All other rep- 


files. We also suggest care 


—HARDWARE AGE. 








SIX MANUFACTURERS LICENSED TO MAKE 
BAR-REINFORCED TIRE CHAINS 


Six leading tire chain manu- 
facturers have been licensed to 
make and sell Bar-Reinforced 
Tire Chains, similar in design 
and construction to the Weed 
American or McKay Multigrip 
types. 

The six manufacturers and 
their brand names are: Chain 
Products Company, Cleveland, 
(Hodell Bar-Reinforced); Py- 
rene Manufacturing Company, 
Newark, and Pyrene Manufac- 
turing Company of Canada 
Limited, Toronto, (Pyrene 
Doubleduty) ; The McKay Com- 
pany, Pittsburgh, (McKay Mul- 
tigrip); Dominion Chain Com- 
pany, Ltd., Niagara Falls, On- 
tario, and American Chain 
Company, Inc., Bridgeport, 
Conn., (Weed American Bar- 
Reinforced). 

This announcement means that 
these tire chain manufacturers 
will give the public full advan- 
tage of recent revolutionary im- 
provements in tire chain con- 
struction, as covered in thirty- 





two United States and Canadian 
Letters Patent. The advantages 
claimed for Bar-Reinforced con- 
struction include, (a) more than 
double the mileage of ordinary 
tire chains, (b) increased trac- 
tion in starting and stopping, 
(c) stronger grip in snow or 
mud, and (d) greater safety. 

A series of strong consumer 
advertisements will carry this 
safety news to millions of motor- 
ists in 17 key cities throughout 
the snowbelt. The advertisement 
will feature Double Mileage and 
Double Safety from Bar-Rein- 
forced Tire Chains. They will 
display prominently names of the 
six manufacturers and their well- 
known brand names. 

That this cooperative action 
will stabilize tire chain sales is 
the opinion of wholesalers and 
retail outlets. The reputation of 
these manufacturers guarantees 
that Bar-Reinforced Tire Chains 
will never be made of inferior 
material or by careless work- 
manship. 











A Christmas “dress” of cellophane, ribbon and appropriate cards 
helps make gift goods of regular hardware lines. These tools 
are not packed this way but you can present them to your cus- 


tomers in this manner yourself. 





ORR, SALES MGR. FOR 
COL, FUEL AND IRON CO. 


N. H. Orr has been appointed 
as general manager of sales of 
the Colorado Fuel and Iron Co., 
Denver, Col. The announcement 
of Mr. Orr’s appointment fol- 
lows closely on an announcement 
that the company has recently 
opened a Chicago office. It was 
explained that these moves were 
expected to bring about coor- 
dination of sales efforts for the 
numerous products that the com- 
pany manufactures, which in- 
clude rails, wire products, rolled 
merchant products, bars, coal, 
coke and by-products, such as 
ammonium sulphate, creosote, 
benzol and others. It is be- 
lieved that a consolidation of the 
selling operations, which for 
many years have been divided 
into three principal lines, will 
effect better coverage of the com- 





N. H. ORR 


pany’s territory and improve 
service to its trade. This an- 
nouncement is also an expres- 
sion of confidence on the part 
of the company that economic 
recovery is under way. 

Mr. Orr, until recently, was a 
member of the staff of the Amer- 
ican Iron and Steel Institute, 
New York City, where he ren- 
dered important services during 
the period when the Iron and 
Steel Institute was Code Author- 
ity for the steel industry under 
the former National Industrial 
Recovery Act. He has had wide 
experience in the steel industry. 
He was educated at Carnegie In- 
stitute of Technology, Pittsburgh, 
class of 1909. He later joined 
the forces of the American 
Bridge Co., where he continued 
until 1926 in various capacities. 
He was then engaged by Jones 
and Laughlin Steel Corp., Pitts- 
burgh, in sales work. His 
knowledge and long experience 
in the steel business led to his 
selection by The American Iron 
and Steel Institute, where he 
became an important. member of 
its staff. 
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BRIEF ITEMS OF INTEREST TO HARDWARE MEN 





ALABAMA 


A. H. McLeod & Co., dealers 
in marine supplies since 1872, 
have moved to new quarters at 
Dauphin and Water Sts., Mobile, 
Ala., and have taken on new 
lines, such as hardware, paint, 
household utilities and sporting 
goods. av 

ARIZONA 

Mr. and Mrs. C. A. Christen- 
son, former owners of the Cool- 
idge Mercantile Co., have opened 
a combination hardware and fuel 
store on South Main St. 


CALIFORNIA 
E. T. Dowling, of Berkeley, is 


opening a hardware store in the 
location of the former Young 
Hardware store, Richmond, Cal. 

E. F. Louideck, former man- 
aging owner of the Sunset Hard- 
ware Co., has opened the Loui- 
deck Hardware Co., 2110 Center 
St., Berkeley, Cal. 





IDAHO 


The McLain Hardware Co., 
Nampa, Idaho, has opened a 
branch at 206 North Ninth St., 
Boise, with W. J. Lawrence as 
manager. 


IOWA 


John Cramer has sold his bus- 
iness at Steamboat Rock, Iowa, 
to L. A. Luiken and is retiring 
after 36 years in the hardware 
business at the same location. 





Meyrs and Wier Hardware 
Co., 1015 Main St., Nevada, 
Iowa, has leased the center room 
in the Ambrose block, 111 Main 
St., there. A modern front will 
be constructed and modern fix- 
tures installed. 


KANSAS 


Marion Hardware and Auto 
Supply store recently opened for 
business in the Ford Bldg., 
Marion, Kans. H. A. McAfee 


is manager. _ 
MICHIGAN 


The R. & H. Hardware Co., at 
16018 Warren Ave., Detroit, 
Mich., has gone out of business. 

Forest Dickerson has opened a 


new hardware store in Farming- 
ton, Mich. 


Charles Bucknell has _pur- 
chased the interest of his partner 
in the Hatch & Bucknell Hard- 
ware store, Burr Oak, Mich., 
renaming it the Burr Oak Hard- 
ware, 
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Buel Hamilton has purchased 
the Barnes’ Hardware store in 
Burlington, Mich. 

E. T. Storr, for many years en- 
gaged in the hardware and im- 
plement business at Vicksburg, 
has opened an implement store 
in Three Rivers, Mich., in the 
Godshalk Bldg., on Moore St. 

MISSOURI 

Sikeston Hardware Co., Sikes- 
ton, Mo., has remodeled its store. 
It now has a modern front of 
black Carrara‘ glass. 


MONTANA 
R. L. Burt has opened a new 
hardware store at 124 Second 
St., West, Kalispell, Mont. 
NEBRASKA 


Sanford Larson is opening a 
hardware store at Thedford, Neb. 








Gollaher’s Hardware & Fur- 
niture Co. is moving into a new 
location in Grand Island, Neb. 


NEW JERSEY 


Robert M. Fogg has opened 
a hardware, plumbing and heat- 
ing business at the corner of 
Market and Grant Sts., Salem, 
N. J. The store will carry a 
complete stock of shelf and 
builder’s hardware, house fur- 
nishing goods, tools, cutlery, 
paints, oils, etc., in addition to 
equipment for doing plumbing, 
heating, roofing and all kinds of 
repair work. 


NEW YORK 


Edwin F. Kelley, in the hard- 
ware business in Callicoon, N. Y., 
for the past 14 years, has sold 
his store to Thomas Fair, who 
will operate the business in its 
present location. 


NORTH CAROLINA 


Williamston Hardware Co., 
Inc., Williamston, N. C., has been 
chartered to operate a general 
hardware business. The author- 
ized capital is $25,000. 





NORTH DAKOTA 


P. J. Bottom has moved his 
hardware store to the Simon Nel- 
son Bldg., Main St. and Richter 
Ave., Sheyenne, N. D. 





OHIO 
Enos Davis has purchased the 
hardware stock of H. H. Hart, 
New Waterford, Ohio, and will 
continue the business under the 
name of Enos Davis and Son. 





Stacey & Son have moved to | 
a new location on the west side | 
of the square, Princeton, Ohio. | 





The Thomas Hardware Co., | 
Galion, Ohio, is remodeling quar- 
ters in Snyder Block and is mov- 
ing its establishment there from 
111 Harding Way West. Frank 
Thomas and Stewart Booth are 
the proprietors. 


W. B. Darbeyshire. of Bain- 
bridge, Ohio, has purchased the 
Ingle Hardware, which will be 
operated in the future as the 
Bainbridge Hardware. 





WASHINGTON 


The Short Hardware _ store,: 
Wapato, Wash., has reopened 


| after being closed on account of 


damage by fire. 


WISCONSIN 
A. J. DeVroy has opened a 
hardware store at 2523 West 


Vliet St., Milwaukee, Wis. 





The Allen G. Hardware Co. 
has been opened in the Becker 
Bldg., New London, Wis. 





CAMPBELL HEADS 
VALSPAR CORP. 


Following a meeting of the 
board of directors of the Valspar 
Corp., 386 4th Ave., New York 
City, Oct. 2, announcement was 
made of the election of Thurlow 





T. J. CAMPBELL 


J. Campbell as president of the 
company and its subsidiaries. 
They are Valentine & Co., De- 
troit Graphite Co. and Con-Ferro 
Paint and Varnish Co. Mr. Camp- 
bell is well known in the paint 
industry with which he has been 
identified for many years as an 
executive. 

U. S. COURT UPHOLDS 

WIS. TAX AS INVALID 


The United States Supreme 
Court on Oct. 21 upheld a de- 
cision of the Wisconsin Supreme 
Court which had ruled invalid 
the graduated state tax on gross 
incomes as applied to chain 
stores. Anticipating the action 
of the U. S. court, the 1935 legis- 
lature passed a new chain store 
tax law, basing the tax on the 
store unit principle to get around 
constitutional objections. Under 
the new act, modeled after the 
Indiana law, sales outlets are 
taxed from $25 to $250 on each 


chain store. 





COWAN HEADS NEW DEPT. 
FOR THE COLLIS CO. 


A. D. Cowan, formerly as- 
sociated with the Patent Novelty 
Co., Fulton, Ill., for many years, 
is now in charge of a new de- 
partment which The Collis Co., 


| Clinton, Iowa, has started and 


which is manufacturing wire 


| products for household use to 


retail for 10c., 20c. and 25c. 
The Collis Co. has been manu- 
facturing industrial lines of wire, 
steel and screw machine prod- 
ucts for over 25 years. 





L. D. COBURN CO. 
FORMED IN MASS. 


Messrs. Coburn, Harlow and 
Harwood have formed the L. D. 
Coburn Co., 74 Needham St., 
Newton Highlands, Mass., for the 
purpose of developing, manufac- 
turing and selling certain se- 
lected staple and specialty prod- 
ucts principally of their own 
invention and design. L. D. 
Coburn was formerly vice-pres- 
ident of Atlas Tack Corp., Fair- 
haven, Mass. His associates 
have a background of business 
experience particularly fitted to 
the needs of the project. 





OCT. 24 MEETING OF 
JERSEY SHORE ASSN. 


At the October 24 meeting of 
the Jersey Shore Retail Hardware 
Assn. at the Marine Grill, Asbury 
Park, N. J., the federal pension, 
unemployment and social secur- 
ity laws were discussed. H. W. 
Smock, Sr., president Buchanan 
& Smock Lumber Co., in an ad- 
dress spoke of what the associa- 
tions have done for the dealer 
and why every dealer should be 
a member of one. 

The 30 members in attendance 
were of the opinion that the 
meeting was one of the best ever 
held. President L. R. Usher 
presided. 
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ALEXANDER M, NELSON 
Alexander M. Nelson, 76, pres- 


ident of the Nelson Hardware | 


Co., a wholesale and retail firm 
of Roanoke, Va., passed away 
Oct. 12 after a brief illness. He 
had undergone an operation for 
appendicitis and complications 
set in. 





A. M. NELSON 


Mr. Nelson came to Roanoke 
in 1888, after having worked in 
hardware stores in Culpeper and 
Lexington. He established a 
retail store under the name of 
Nelson and Meyrs in Roanoke, 
but the partnership was dissolved 
in 1902, when Mr. Nelson took 
over the business and established 
a wholesale hardware store. His 
business has been continuously in 
operation for half a century. 

Among Mr. Nelson’s other bus- 
iness affiliations were the First 
National Exchange Bank, of 
which he was a vice-president 
and member of the executive 
committee, and president of the 
Nelson Coal Corporation. He 
leaves his widow, five sons, A. 
M., Jr., Coleman H., William J., 
Robert R., Charles L., and two 
daughters. 


HENRY M. GOLDSTON 


Henry M. Goldston, 39, prom- 
inent hardware man of Silver 
City, N. C., died suddenly Oct. 
27. He was associated with the 
Silver City Hardware Co. and 
apparently had been in excellent 
health until a few hours before 
his death. His widow and two 
sons survive. 


NOLEN R. DUPREE 


Nolen R. Dupree, 67, president 
of N. R. Dupree & Co., Browns- 
ville, Tenn., died Oct. 26, follow- 
ing an illness of 10 days of pneu- 
monia. In 1916, with J. O. Bomer, 
he formed a partnership and en- 
tered the hardware business. The 
firm grew to be the largest hard- 
ware business in Brownsville. Mr. 
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Dupree was president of the firm 
since its organization. For 23 
| years he was also a member of 





| the board of directors of the 
| Brownsville Bank. He leaves his 
| widow and one daughter. 





| GEORGE W. THURSTON 
George W. Thurston, 82, vice- 
president and general manager 
of the American Screw Co., Prov- 
| ‘dence, R. I., died recently at his 
| home after a lengthy illness. He 
| had been connected with the 
| company for the past 62 years. 





GEORGE W. THURSTON 


Mr. Thurston was first em- 
ployed with the company in 1873. 
He served as treasurer for many 
years and then became vice-pres- 
ident and general manager. In 
1923 the company held a cele- 
bration commemorating his first 
50 years of service. In 1927 he 
was sent to Europe to take 
charge of foreign business. 

He leaves his widow and two 
daughters. 


RICHARD M. HUDSON 


Richard M. Hudson, 56, mem- 
ber of the firm of the Franklin 
Hardware Co., Franklin, N. C., 
died Oct. 24 after an illness of 
several months. He is survived 
by his widow and a daughter. 


WILLIAM F. HAMILTON 


William F. Hamilton, 49, a 
partner in the Lehighton Hard- 
ware Co., Lehighton, Pa., died 
recently. Death was caused by 
apoplexy. He is survived by his 
widow and a daughter. 





FRANK J. BLOOD 


Frank J. Blood, vice-president 
of the Pioneer Broom Co., Am- 
sterdam, N. Y., recently passed 
away. He was stricken in Aug- 
ust at a broom manufacturers’ 
convention in Chicago and had 





been ill for several weeks. Sur- 
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viving are his widow and two 
sons, Lauren S. and Sheldon 
D. Blood. 


J. HARRY TREGOE 


J. Harry Tregoe, 70, formerly 
for 15 years executive manager 
of the National Association of 








J. HARRY TREGOE 


Credit Men, died recently in 
Chicago after an operation. Mr. 
Tregoe had gone to Chicago re- 


cently to plan his annual lecture 
tour. 

The cause of sound credit oc- 
cupied Mr. Tregoe through most 
of his business lifetime. He 
helped to organize the national 
association of which he became 
president in 1901. He was made 
president the next year and re- 
elected in 1903. From 1907 to 
1912 he engaged in investigating 
banking and then accepted the 
position as secretary-treasurer of 
the association. He held that 
office, together with that of ex- 
ecutive manager, until his re- 
tirement. 

Since his retirement in 1927 
he had made his home in Cal- 
ifornia but had continued to de- 
liver lectures throughout the 
country at meetings of branches 
of the association. Mr. Tregoe 
was also a well known figure at 
hardware conventions. He leaves 
his widow and two children. 





WILLIAM JURGENS 


William Jurgens, 55, president 
and general manager of the Wil- 
liam A. Jurgens Co., paint man- 
ufacturers, of Toledo, Ohio, died 
recently of a heart attack at his 
home. He leaves his widow and 
two daughters. 





FRANK MINKOWITZ 


Frank Minkowitz, 75, who con- 
ducted a hardware business in 
Prince St., Newark, N. J., for 
more than 35 years, passed away 
Oct. 25 after an illness of three 
weeks from pneumonia. 





CHARLES M. POWER 


Charles M. Power, 67, general 
sales manager for the Cleveland 
Chain & Mfg. Co., Cleveland, 
Ohio, died Oct. 15. Death was 
due to injuries sustained in an 
automobile accident while driv- 
ing to his home in Kent from 
Cleveland. 





CHARLES M. POWER 


Mr. Power was prominent in 
the chain business for over 30 
years. He was first identified with 
the Seneca Chain Co. of Kent, 
Ohio, then with the Standard 
Chain and American Chain Co., 
later with the U. S. Chain & 
Forge Co., now the McKay Co., 
and for the past 12 years in the 
position he held at the time of 
his unfortunate death. 

During the War he was called 
upon to take up quarters with 
the War Industrial Board in 
Washington, D. C., because of 
his knowledge of the production 
and manufacture of chain. 





JOHN N. BRASFIELD 


John N. Brasfield, 60, a mem- 
ber of the firm of Brasfield Hard- 
ware Co., Dresden, Tenn., passed 
away Oct. 18. He had been in 
business in Dresden for about 25 
years. Surviving are his widow, 
a daughter and a son. 





THEODORE BROWN 


Theodore Brown, 74, vice-pres- 
ident of the St. Paul White Lead 
and Oil Co., St. Paul, Minn., 
died recently after a long illness. 
Mr. Brown had been an official 
of the firm since its organization 
in 1888 but because of ill health 
had been inactive for the past 
few years. Mr. Brown leaves his 
widow and a stepson, 
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CONVENTION 
CALENDAR 


Illinois Retail Hardware Associa- 
tion 39th Annual Convention and 
Exhibit, Peuria, Ll, Feb. 4 to 6 
inclusive, 1936. Exhibit: State 
Armory. Headquarters: Pere Mar- 
quette Hotel. C. G. Gilbert, secre- 
tary, 1155 Merchandise Mart, Chi- 
cago, IIl. 


Iowa Retail Hardware Association 
38th Annual Convention and Ex- 
hibition, Des Moines, Iowa, Feb. 11 
to 14 inclusive, 1936. Headquarters 
and business sessions: Hotel Savery. 
Exhibit: Coliseum. Philip R. Jacob- 
son, secretary, Mason City, Iowa. 


Kentucky Hardware and Imple- 
ment Association Annual Conven- 
tion and Exhibition, Louisville, Ky., 
Jan. 21 to 23 inclusive, 1936. Head- 
quarters, business session and ex- 
hibit: Seelbach Hotel. J. M. Stone, 
Room 9, Seelbach Hotel, Louisville. 


Michigan Retail Hardware Asso- 
ciation Annual Convention and Ex- 
hibition, Detroit, Mich., Feb. 11 to 
15 inclusive, 1936. Headquarters: 
Statler Hotel. Business sessions and 
exhibit: Masonic Temple. Harold 
W. Bervig, secretary, 1112 Olds 
Tower Bldg., Lansing, Mich. 


Missouri Retail Hardware Associ- 
ation 38th Annual Convention and 
Exhibition, St. Louis, Mo., Feb. 18 
to 20 inclusive, 1936. Headquarters, 
exhibition, and sessions, New Jeffer- 
son Hotel. F. X. Becherer, secre- 
tary, 2861 Gravois Ave., St. Louis. 


Mountain States Hardware and 
Implement Association 34th Annual 
Convention, Denver, Colo., Jan. 20 
to 22 inclusive, 1936. Headquarters 
and sessions: Cosmopolitan Hotel. 
John T. Bartlett, secretary, 2005 
Mapleton Ave.. Boulder, Colo. 


New England Hardware Dealers 
Association 43rd Annual Convention 
and Exhibition, Hotel Statler, Bos- 
ton, Mass., March 11 to 13 inclusive, 
1936. G. C. Small, secretary, 140 
Federal St., Boston, Mass. 


New York State Retail Hardware 
Association 34th Annual Convention 
and Exposition. Headquarters and 
business sessions at Hotel Syracuse. 
and Exposition at State Armory, 
Syracuse, N. Y., Feb. 11 to 14 in- 
clusive, 1936. John B. Foley, secre- 
tary, 510 Hills Bldg., Syracuse, 
N. Y. 


North Dakota Retail Hardware 
Association Annual Convention and 
Exhibit, War Memorial Bldg... 
Devils Lake, N. D., Feb. 4 to 6 in- 
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clusive, 1936. Louis J. Thompson, 
secretary, 21 Clifford Bldg., Grand 
Forks, N. D. 


Ohio Hardware Association 44th 
Annual Convention and Exhibition, 
Cincinnati, Ohio, Feb. 18 to 21 in- 
clusive, 1936. Business sessions, 
headquarters, and exhibition: Neth- 
erland Plaza Hotel. John B. Conk- 
lin, secretary, 175 S. High St., 
Columbus, Ohio. 


Oklahoma Hardware and Imple- 
ment Association 33rd Annual Con- 
vention and Exhibition, Oklahoma 
City, Okla., Jan. 28 to 30 inclusive, 
1936. Sessions and Exhibit: Ma- 
sonic Temple. Chas. F. Nelson, 
secretary, 301 Key Bldg., Oklahoma 
City, Okla. 


Panhandle Hardware and Imple- 
ment Association Annual Conven- 
tion, Amarillo, Tex., Feb. 3 to 5 in- 
clusive, 1936. C. L. Thompson, sec- 
retary, Canyon, Tex. 


Pennsylvania and Atlantic Sea- 
board Hardware Association Annual 
Convention and Exhibition, Balti- 
more, Md., Feb. 24 to 28 inclusive, 
1936. Sessions and Exhibition: 5th 
Regiment Armory. Hotel Headquar- 
ters and Entertainment: Lord Balti- 
more Hotel. W. Glenn Pearce, 
managing director, 400 N. Broad St., 
Philadelphia, Pa. 


Southeastern Retail Hardware and 
Implement Association 22nd Annual 
Convention and Exposition, City 
Auditorium, Atlanta, Ga., May 19 
to 21 inclusive, 1936. H. M. Sim- 
mons, secretary, 317 Ten Forsyth 
Street Bldg., Atlanta, Ga. 


Texas Hardware and Implement 
Association 38th Annual Conven- 
tion, Hotel Adolphus, Dallas, Tex.. 
Jan. 21 to 23 inclusive, 1936. Dan 
Scoates, secretary, College Station. 
Tex. 


Western Retail Implement and 
Hardware Association 47th Annual 
Convention and Exhibition. Kansas 
City, Mo., Jan. 14 to 16 inclusive. 
1936. Herbert J. Hodge, secretary. 
Abilene, Kan. 


West Virginia Hardware Associa. 
tion Annual Convention. Greenbrier 
Hotel, White Sulphur Springs. 
W. Va., Jan. 20 and 21. 1936. H. B. 
Clower, secretary, Oak Hill, W. Va. 


Wisconsin Retail Hardware Asso- 
ciation 40th Annual Convention and 
Exhibition, Milwaukee, Wis., Feb. 
4 to 7 inclusive, 1936. Business ses- 
sions and exhibit: Milwaukee Audi- 
torium. George W. Kornely, ex- 
hibit manager, 3374 N. Green Bay 
Ave., Milwaukee, Wis. H. A. Lewis. 
executive secretary, Stevens Point, 


Wis. 


Warren Tools 
Catalog No. 8 


Catalog No. 8 attractively illustrates 
and describes the lines of Quikwerk 
and Devil forged steel hand tools man- 
ufactured by the Warren Tool Corp., 
Warren, Ohio. The presentation is 
made in a modern manner, wide out- 
side margins for illustration with de- 
scriptive matter in smaller inner mar- 
gins. There are two indices, one for 
Devil tools and for Quikwerk tools. 
Among the Devil tools are such items 
as Adz, Claw Bar, Cape Chisels, Chip- 
ping Chisels, Track Chisels, Spike 
Mauls, Tamping Pick and _ Black- 
smiths’ Sledges. In the Quikwerk lines 
are items such as Bars, Hoes, Hammers, 
Rail Forks, Mattocks, Picks, Wedges, 
Railway Maintenance Punches, etc. 





G-E Christmas 
Tree Lights 


The Incandescent Lamp Dep’t., Gen- 
eral Electric Co., Nela Park, Cleveland, 
Ohio, is offering new-type Christmas 
tree lights. The electric candle type 
for multiple and series circuit sparkles 
in the same way as an old tallow 
candle. The luminous candle type 
(fourth illus.) for multiple circuit 
(TC-5) and series circuit (TC-4%4) is 
available in inside coloring of red, blue, 
green, orange and white and lists at 
10c each. The pine cone shaped mul- 
tiple circuit (C-7%) lamp (second 
illus.) available in the same colors as 
the luminous candle, has an advantage 
over the old series type in that when 
one lamp burns out the rest continue 
to burn. List price is 10c each. The 
clear bulb (first and third illus.) for 
electric candles of cardboard of papier- 
mache lists at 5¢ each. 








Masback Toy Supplement 


Masback Hardware Co., 78 Warren 
St., New York city, has recently pub- 
lished its 1935 holiday toy supplement 
featuring such lines as Lionel, A. C. 
Gilbert, Keystone, Chemcraft, Stanlo, 
Lincoln Logs and etc. Also contained 
is the firm’s recent acquisition, the 
American-National Line of Wheel 
goods, “The Line Beautiful.” “The 
Guide to Dealer’s Net Cost Prices” in- 
serted in every catalog explains the new 
pricing arrangement. 
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Whats New 


for Retail 
Hardware Stores 


Remington Sanitary 
Rubber Handle Cutlery 


A complete line of kitchen cutlery 
with one-piece molded black rubber 
handles is the answer of Remington 
Arms Co., Inc., Bridgeport, Conn., to 
the demand for the sanitary feature in 
kitchen equipment. The - handles, 


furnished only in jet black and grace- 
fully designed for an easy tireless grip, 
are molded of one-piece hard rubber, 
and consequently it is claimed they are 
without seams where dirt and bacteria 
can collect. It is stated that for added 





strength and as insurance against 
breakage, cotton fabric is vulcanized 
into the rubber. Stainless steel rivets 
securely fasten the handle and blade 
and also give a decorative touch. 
Blades are of high carbon stainless 
steel, heat treated, and highly mirror 
finished. According to the maker the 
slicers in the line have been especially 
ground to obtain the proper degree of 
flexibility. A display unit is available 
for the dealer with a complete assort- 
ment of 15 colored card illustrations, 4 
x 3 inches, to show the type of knife 
required for a specific purpose. Some 
of the placards may be used to 
illustrate the function of more than one 
knife. They are removable and inter- 
changeable and each display may be 
arranged by the dealer to suit his par- 
ticular purchases. 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


No. che irede nk aricacd ancien 











Safety-Catch 
Emergency Dvor-Lock 


Safety-Catch, made by the Kawneer 
Co., Niles, Mich., is an emergency door 
lock said to be of durable, heavy gauge, 





stamped steel with weatherproof finish 
and will wear indefinitely. It is quickly 
and accurately installed merely by the 


application of five wooden screws. The 
device is inoffensive and out of view 
when not in use. According to the 
manufacturer, the principal unit which 
is attached to the floor with two screws 
cannot be tampered with when in lock 
position, as screw heads are covered 
when door is opened. The device is 
said to be easily operated with toe. 





Hurley Machine Has 
Thor Table-Style lroner 


The Thor table-style ironer folds away 
into an enamel cabinet slightly higher 
than a kitchen chair and occupies less 
the space is the claim of the maker. 
It has a finger-tip pressing control, 
chrome-plated ironing shoe and full 
open-end non-packing roll. Manufac- 
turer states the suggested retail selling 
price is $59.50. Hurley Machine Co., 
Chicago, III. 





New Numbers for 
Lionel Line 


The Lionel Corp.,-19 E. 26 St., New 
York City, has added the Milwaukee 
road speedliner, the Flying Yankee, the 
Commodore Vanderbilt and _ other 
streamline designs to its new train line. 
New speed trains are equipped with 
remote control whistles that can be 
made to blow any signal realistically, 
at any time, no matter in what direc- 
tion the train is going. Other new 
features are stations that halt a train, 
hold it a minute and then start it; and 
a gateman that rushes out of a shack 
at the approach of a train, swings a 
lighted lantern, and retreats to the 
shack after the train has passed the 


crossing. Movements are actuated by 
track connections. A solid track has 
been made which is said to look like 
a real track. The Mickey Mouse Cir- 
cus (illustrated) consists of three 
gaudy gilded cars, designed by Walt 
Disney, a cut-out circus tent, inci- 
dental cardboard units and a moulded 
Mickey Mouse figure. The cars are 
hauled by a streamlined locomotive 
with stoker tender. The suggested re- 
tail selling price of this outfit is $2.00. 
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Everhot Automatic 
Electric Roaster 
The Swartzbaugh Mfg. Co., Toledo, 


Ohio, announces an automatic roaster 
that requires a single setting of its 
automatic control to regulate its own 
heat accurately. The manufacturer 
states preheating is not required. When 
plugged in and thermostat set at a pre- 
determined temperature, roasting pro- 
ceeds automatically without further 
attention. When desired temperature is 
reached, the control shuts off current 
automatically. When temperature falls 
a few degrees, current is turned on 
again by control. Wattage is 1000, al- 
though an average of only 500 watts 
is used throughout any cooking process, 
the manufacturer states. Equipment 
supplied with roaster is a heater cord, 
recipe and instruction book, oval roast- 
ing inset, two half-round vegetable pans 
and center pan for meats and small 
fowl. Oval roasting inset is of aluminum 
alloy, with glass-hard non-metallic fin- 
ish (anodic process) that is corrosion- 
proof. Suggested retail selling price, 
the manufacturer states, is $16.95. 





Universal Electric Milk 
And Liquid Food Warmer 


The Universal Milk and Liquid Food 
Warmer is equipped with a new food 
pan that adds to its uses. May be used 
for heating purees of vegetables, etc. 
Extra cover permits use for heating 





water quickly for hot drinks, cooking 
eggs or heating any liquid for the sick 
room. Includes 8-0z. Hygeia bottle. Uni- 
versal connects to any electrical outlet 
for heating baby’s milk to the proper 
feeding temperature. Safety fuse plug 
prevents injury to appliance should 
water boil out. Six-foot art silk cord. 
Attractive chromium plate. Diamond 
luster finish which the manufacturer 
states will not rust or tarnish and is 
easy to clean. Sturdily built, sanitary 
and economical to operate. Landers, 
Frary & Clark, New Britain, Conn. 





My Buddy Tackle Box 
Of Falls City Line 


My Buddy tackle box is a recent ad- 
dition to the Falls City line of fishing 
equipment manufactured by Stratton & 
Terstegge Co., Louisville, Ky. The box 
is of modern design; seamless and 
waterproof; round corners, thus elim- 
inating possibility of damaging uphol- 
siery in the car; fitted with automatic 
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life trays, rayon (zapon) cushioned in- 
side and out to prevent marring finish 
on fishing equipment. Made in popular 
size, large enough to accommodate an 
assortment of bait and other equipment. 
Flat bottom—sits steady in boat or 
bank. Has backed on golden tan, enamel 
ripple finish giving an appearance simi- 
lar to leather. Fitted with new design 
hardware. 


Yale Pul-Lift 
The Yale Pul-Lift may be used in 


either horizontal or vertical position. 
The manufacturer states that used hori- 
zontally, it is efficiently employed in 
stretching cables, pulling in _ boiler 
tubes, pulling machines into position, 
placing stone blocks (granite, marble, 
etc.) under polishing machines and for 
other uses. Used vertically, as a hoist, 
it lifts all types of loads up to six tons. 


2) 











The Pul-Lift is compact and portable 
and light in weight. Weston type of 
self-actuating load brake holds the load 
firmly at all times. Easy lift is achieved 
by design of lifting mechanism which 
consists of ratchet and pawl on smaller 
capacity models, with gear reduction on 
the larger capacities. Load hooks are 
heat-treated drop forged steel. They 
serve as “safety valves” inasmuch as 
they will open up before any vital parts 
are taxed. Moving parts are completely 
enclosed so that they may be operated 
in grease and protected from injury. 
The Yale & Towne Mfg. Co., Phila- 
delphia Division, Philadelphia, Pa. 


Williams Line of “‘Non- 
Sparking” Safety Wrenches 


J. H. Williams & Co., 75 Spring St., 
New York, announces the “Non-Spark- 
ing” Safety Wrench which it claims 
is especially adapted for use in indus- 
tries where great fire hazards exist. 





Drop-forged from Beryllium-Copper and 
accurately heat-treated, they are said to 
be superior in strength, toughness and 
hardness. It is also claimed that they 
are practically as strong as_ steel 
wrenches of ‘similar design and size. 
Non-corroding and _ non-rusting, the 
wrenches are finished in “Safety-Green” 
enamel, heads brightly polished with 
opening sizes stamped thereon. Avail- 
able in both single and double-head 
patterns -in a wide range of sizes. 





Hy-Bar Wrench 
And Tray No. 680 


The Hy-Bar Wrench is forged from 
high carbon steel, heat treated and 
tempered under. electrical control. 
Guaranteed. Finish—“High Tone” Bar 
with highly polished nuts. It is claimed 
that Hy-Bar provides hand clearance on 
flat surfaces; easily reaches nuts; al- 
lows hand clearance when two wrenches 
are used as on lock-nuts; full shoulder 
bearing on nut prevents slipping. The 
No. 680 Tray contains 5 No. 21 HB— 
5/16 x 13/32 in. opening, list, 12¢ ea.; 
6 No. 723 HB—%*% x 7/16 in. opening, 
list, 15¢ ea.; 7 No. 725 BHB—% x 9/16 
in. opening, list, 19¢ ea.; 7 No. 27 HB 
—19/32x 11/16 in. opening, list, 27¢ 
ea.; 6 No. 729 HB—% x % in. opening, 
list, 31¢ ea. and 5 No. 31 HB— 
25/32x % in. opening, list, 35¢ ea. 
Also three steel wall racks free with 
each assortment—balance of wrenches 
for individual sale. Manufacturer states 
list price per tray is $8.33 and dealer’s 
cost per tray is $5.55. The Bridgeport 
Hardware Mfg. Corp., Bridgeport, 
Conn. 
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B. F. Goodrich Has 
145-24 Electro-Pak 


The Electro-Pak, the maker states, 
has 20 per cent increased power made 
possible by the use of 45 plates in the 
three cells instead of the usual 39, and 
by making these plates oversize, each 
being a half inch higher. It also has, 
the manufacturer states, a power sav- 





ing top which prevents acid spray from 
collecting on terminals, and any metal 
objects or dirt from falling on top of 
battery, causing shorts; patented vent 
caps hold top cover firmly in place, 
carry vapor from terminals; acid-seal 
cell covers welded to terminal parts; 
full capacity connectors and posts de- 
signed to carry entire flow of current; 
positive plate protectors prolong life 
of battery if plates buckle from lack 
of water in battery or some other rea- 
son; Port Oxford Cedar separators 
throughout. B. F. Goodrich Co., Akron, 
Ohio. 


Improved Stanley Fibre 
Board Cutter No. 193 


This tool which is used to slit, bevel, 
mitre and groove fibre board is now 
supplied with two new attachments—a 
ship lap joint attachment and a circular 
attachment. By using the ship lap joint 
attachment it is possible to make well- 





insulated joints in fibre board. Circular 
attachment will furnish curved lines for 
fancy design work and arches. A spe- 
cial right-hand grooving cutter, less 
liable to clog on certain materials and 
easier to set, has also been added to this 
tool. Furnished complete with the new 
attachments and two grooving cutter 
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holders (one for re-sharpening type cut- 
ters; the other for razor blade type 
cutters) plus the other guides and hold- 
ers previously announced as No. 193A— 
list $13.00; and without these two at- 
tachments and with one grooving cutter 
holder (for re-sharpening type cutters) 
as No. 193—list $10.00. Stanley Tools, 
New Britain, Conn. 


Westinghouse Adjust- 
O-Matic Roaster 


A large sized electric roaster, with 
a thermostat to automatically maintain 
a pre-selected temperature, is an- 
nounced by Westinghouse Electric & 
Mfg. Co., East Pittsburgh, Pa. Roaster 
serves all cooking purposes except broil- 
ing and toasting, at even speed. It 
plugs in at any convenient outlet and 
keeps the food hot when the cooking 
process is completed. Heavy insula- 
tion in the bottom and sides holds the 
heat within the roaster, making it cool 
to use in kitchen. Has a complete set 
of accessories furnished. The large 
utensil holds seven and one-half quarts 
of liquid, or is of ample size for a ten 
pound ham or fowl. End pans have 
capacity of one quart each, center pan 
has capacity of three and one-half 
quarts. Specifications: 1000 watts; 
10% in. high; 19% in. long; 12 in. 
wide; finished in black baked-on 
enamel trimmed with attractive chrome. 
Furnished with heavy guage aluminum 
utensils, three piece cooking set, baking 
trivot, recipe book and detachable cord. 
Manufacturer states the suggested re- 
tail selling price is $16.95. 


Brearly Co. Has 
Counselor Baby Scale 


The Counselor Baby Scale, the manu- 
facturer states, is beautifully styled in 
modern fashion and scientifically de- 
signed for utility, safety, accuracy, con- 
venience and economy. Scale weighs 
quarter-ounces up to 3] lbs. and is 
guaranted to be accurate. All mechan- 
ism, including beam, is_ enclosed. 


Etched indicator plates for both pounds 
and ounces. Pressed steel construction. 
Equipped with rubber non-skid feet. 
Low design, it is claimed, prevents tip- 
ping. Finished in baked enamel in 





pink, blue, ivory or white. Manufac- 
turer states suggested retail selling 
price is $7.95. Also made with music- 
box attachment that plays “Rock-A-Bye 
Baby” when child is placed on scale. 
Suggested retail selling price of Musical 
Model is $9.98. The Brearly Co., Rock- 
ford, Ill. 





Miller Falls Electric 
Tool Catalog No. 4 
The Miller Falls Co., Greenfield, 


Mass., has recently issued a catalog 
covering its line of Electric Tools. New 
Items announced in the catalog are: 
High Speed Grinder, a light Adjustable 
Clutch Screw Driver, 34 in. Special and 
1 in. Standard Drills and two Bench 
Grinders. Manufacturer states more 
powerful and efficient motors, new 
double pole enclosed switches, more 
ball bearings and roller bearings have 
been added to assemblies, heavier in- 
sulation of greater dialectric strength 
has been adopted throughout the entire 
line together with refinements in both 
mechanical and electrical detail. 


G-E Electrical Device 
Grinds Waste Foods 


This device grinds waste foods and 
eliminates the garbage can from the 
home. Simple to operate. Directly be- 
neath sink is a convenient projecting 
handle by which the hopper of the 
grinder is closed and the motor started. 
Can be installed under any style sink 
as a part of outlet plumbing or sold 
in conjunction with the General Elec- 
tric Dishwasher-sink ensemble. It 
grinds and pulpifies all waste foods, 
including citrus fruit skins, chicken 
bones and chop bones. Reduced to a 
fine pulp this waste food is flushed by 
water and carried away as part of 
sewage system. It is claimed its per- 
fect aeration causes grease in garbage 
to coagulate into compact particles and 
to pass through pipes without coating 
or clogging. Sealed against leakage. 
Grinding elements are made of car- 
boloy. Grinder is a rugged high-speed 
device. Unit weighs about 75 lbs. 
When not in use the hopper inlet is 
covered by perforated cap, leaving the 
sink bottom flush and in condition for 
ordinary use. Unit is driven by 4 


horsepower electric motor which takes 
current from ordinary 110 volt house 
circuit. General Electric Co., Specialty 
Appliance Dept., Nela Park, Cleveland, 
Ohio. 





61 





Stovink Wire 
Display Case 
Both Stovink and Krustoff, manufac- 


tured by Johnson Laboratory, Inc., 
Worcester, Mass., may be displayed in 





STOVINE 


RED St GRAY STOVE LIDS 





the wire display rack. Racks are porta- 
ble and hold 12 boxes. Display made 
from clean basic wire, bright calcium 
plated finish. Furnished to all stores 
ordering three or more dozen of either 
product. 


Arcade All-Purpose 
One-Man Truck No. 9337 


The elevation of the truck is 45% to 
75% in. with super platform down; 
with super platform up, elevation is 
12% to 17 in. Bed and handle is chan- 
nel iron. Frame, angle iron. Plat- 
form is 12-gage steel. Overall length, 





63 in. to 72 in. Width 14% in. 
Height 34 to 40 in. Platform 10% x 
42 in. Wheelbase is 22 in., and wheels 
are 4% in. diameter. The capacity of 





the truck, the manufacturer states, is 
1800 Ib., and weight is 74 lb. Finish 
is yellow. The super platform is low- 
ered by releasing slide bolts at the 
rear of the platform. It then drops 
down to the bed of the truck. The 
truck then is in position for moving 
appliances with leg height, 4% to7 in. 


Appliances, with leg height 7 to 13 in., 
can be lifted by placing a box or other 
support on the platform to increase the 
lifting surface. Such supporting boxes 
can be supplied. Arcade Mfg. Co., 
Freeport, Ill. 





Universal Convertible Table 
and Automatic Ironer E2985 


This convertible ironer becomes a stand- 
ard size attractive porcelain-top kitchen 
table. Emergency hand lever for releasing 
shoe. Free open end for easy ironing of 
lingerie, children’s dresses, etc. “Feather- 
touch” control frees both hands for guid- 
ing clothes. Has full floating chromium 
plate shoe exerting 100 lb. of equalized 





ironing pressure and completely enclosed 
mechanism which is sturdy, compact and 
self-oiling. Pressing stop-pin keeps roll 
stationary for all kinds of pressing. Heat 
switch turns heat off and on for proper 
ironing temperature. Has easy rolling rub- 
ber casters and 26 in. pad roll which irons 
118 inches of cloth a minute. A unique 
feature prevents ironer from being closed 
without disconnecting current. Conve- 
nience electric outlet at end for operating 
any appliance on the table top. Has 10 
ft. of connecting cord. Requires floor 
space 25 by 40 in. Height over all 36 in. 
Weight, 120 lb. crated, 175 lb. Light 
gray and white enamel finish. Light gray 
porcelain enameled table top. , Landers, 
Frary & Clark, New Britain, Conn. 





Stoeger Catalog And 
Handbook No. 26 


This catalog recently issued by A. F. 
Stoeger, Inc., 507 Fifth Avenue, New 
York, is devoted exclusively to the 
interest of shooters. It contains 304 
pages, listing more than 12,000 items 
and 4000 illustrations. A complete sec- 
tion of the handbook describes and 
illustrates parts for all important gun 
models made over the world. In ad- 
dition to describing American and im- 
ported arms and ammunitions, the 
Stoeger catalog lists and prices gun 
sights, tools for restocking, reloading 
and gunsmithing, gun stocks, shoe shell 
loads, standard paper targets, sights 
and other items. A series of special 
articles covering the selection, care 
and use of shotguns, revolvers, shotguns 
and pistols are also contained. The 
price of the catalog is 50 cents postpaid 
anywhere. 


Barton Washers 


Sales literature and prices: are now 
ready describing Barton models. The 
patented Convoluted Tub has patented 
water action which provides 15 jets of 
water shot from the tub rim to tub 





center with every half stroke of the 
Multi-flo Agitator, or, 1710 extra water 
currents a minute, the manufacturer 
claims. There are eight Barton Wash- 
ers, the manufacture states, in a retail 
selling price range of $38.95 to $79.95. 
The Barton Corp., West Bend, Wis. 


Universal Waffle Maker 


Universal Waffle Maker is non-auto- 
matic. Heat indicator shows when 
grids are at the correct baking tempera- 
ture. Insulated base, it is claimed, 
prevents scorching of table or covering. 
Of new modern design, black handles 
and feet. Chromium. No. E7704 with 
heat indicator. Weight 734 lbs. Packed 
one in a carton. Landers, Frary & 
Clark, New Britain, Conn. 





Du Pont Cel-O-Glass 
Has Many Uses 


E. I. duPont de Nemours & Co., Wil- 
mington, Del., have recently issued a 
news letter on Cel-O-Glass, a_trans- 
parent, plastic-coated material for win- 
dow uses and other purposes, which ad- 
mits ultra-violet rays of the sun and 
filters out the infra-red rays. It can be 
cut with shears, bent without breaking, 
and is so strong that one square foot 
will support approximately 200 lb.— 
hence rain, hail, and snow have no 
effect upon it. It is unaffected by cold 
and will stand more than 300 deg. F. 
Cel-O-Glass can be used in making hot 
beds, cold frames and row covers for 
plant protection and propagation. The 
bulletin contains further uses for the 
product and will be sent upon request 
by the company’s publicity department. 
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Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
26, 1935. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


tion or issue. 


Huntincpon, Pa.: Who makes the 
Siko lawn seed and fertilizer spread- 
er?—C. H. Miller Hardware Co. 

ANSWER: E. E. Payne Co., 
Goshen, Ind. 

* * * 

OakLanp, Cat.: Provide name 
and address of the maker of a 
gadget that will extract the juice 
from raw vegetables. — Oakland 
Household Co. 

ANSWER: Hobart Mfg. Co., 
Troy, Ohio. eee 


Boston, Mass.: Who makes Flex- 
ite hard rubber pails as used for 
acids?—Hamblet & Hayes Co. 

ANSWER: B. F. Goodrich Co., 
450 S. Main St., Akron, Ohio. 

* & * 

Cuicaco, Itt.: Supply name and 
address of the manufacturer of Nu- 
Shine shoe polish—J. R. Schmidt 
& Son. 

ANSWER: Nu-Shine Co., Reids- 
ville, N. C. a 


Sanrorp, N. C.: Who makes Seal- 
kote roof paint?—Lee Hardware Co. 

ANSWER: Wooster Sealkote Co., 
Wooster, Ohio. 


* + 


SoupErTON, Pa.: Where can we 
buy pressed paper buckets and 
tubs?—Souder & Crouthamel. 

ANSWER: Almo Trading & Im- 
porting Co., 61 E. llth St., New 
York City. , , 


Mirr.iin, Pa.: Provide name and 
address of the manufacturer of Wm. 
Enders Oak Leaf lawn mowers.— 
E. M. Guss & Sons. 

ANSWER: This is a special brand 
of the Simmons Hardware Co., 
wholesalers, 900 Spruce St., St. 
Louis, Mo. 


* * * 

Brooktyn, N. Y.: Who makes the 
Blitz polishing cloth?—H. Fener- 
stein. 


ANSWER: Auburn Specialties 
Co., Auburn, N. Y. 
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Exxins, W. Va.: Who makes a 
hand-propelled car for children 
called the Irish Mail?—Elkins Fur- 
niture and Hardware Co. 

ANSWER: Hill-Standard Corp., 
Anderson, Ind. 

* * * 


Fiorence, ALa.: Where can we 
get a device for watering trees? 
These are placed in the ground and 
the roots and have a pipe extending 
up to the surface—The Darby 
Hardware Co. 

ANSWER: Messmer Brass Co., 
2700 S. Seventh Blvd., St. Louis, 
Mo., and Frank Rose Mfg. Co., 
Hastings, Neb. 

* * * 


CAMPBELLTOWN, Pa.: Who makes 
Strauss figure skates? —A. M. 
Brandt. 

ANSWER: J. M. Strauss, St. Paul, 
Minn. 

* * * 

Wiurmantic, Conn.: Where can 
we obtain parts for United States 
cream separators?—G. H. Alford 
& Son. 

ANSWER: Vermont Machine Co., 
Bellows Falls, Vt. 





Winston-SaLem, N. C.: Furnish 
names and addresses of manufac- 
turers of the ordinary old style 
pocket book, or change purse.— 
Brown-Rogers-Dixson Co. 

ANSWER: E. J. Wilkins Co., 
Gloversville, N. Y.; Springfield 
Leather Products Co., Springfield, 
Ohio, and C. F. Rumpp & Sons, 5th 
& Cherry Sts., Philadelphia, Pa. 


oe @ © 


Jackson, Miss.: Who makes the 
Criss Cross flue brush, 344 inch?— 
W. E. Hamilton. 

ANSWER: Mason-Worcester Co., 
Worcester, Mass. 


* & 


Scripner, Nes.: Who makes a 
combination stain and wax that pro- 
duces a complete finish in one oper- 
ation-—Tuchenhagen Hardware Co. 

ANSWER: Minwax Co., Inc., 11 
W. 42nd St., New York City. 


ee <¢ @ 


Tamagua, Pa.: Who makes fold- 
ing, steel porch gates?—Seligman 
& Co. 

ANSWER: The Perfection Mfg. 
Co., 2701 N. Leffingwell Ave., St. 
Louis, Mo. 


* * * 

Gotconpba, ItL.: Provide name 
and address of the manufacturer of 
Stickney gasoline engines.—The W. 
S. Watson Hardware Co. 

ANSWER: Levene Motor Co., 
6245 State Road, Philadelphia, Pa. 


* + 


Epcerton, Wis.: Who makes 
forms for cement tile?—Hain, Li- 
vick & Arthur. 

ANSWER: More Tile Machine 
Co., Crawfordsville, Ind., and W. E. 
Dunn Mfg. Co., Holland, Mich. 


* %* 


Hempsteap, L. I., N. Y.: Who 
makes Nye pipe threading tools?— 
H. Blumberg & Sons, Inc. 

ANSWER: Nye Tool & Machine 
Works, 4120 Fullerton Ave., Chi- 
cago, Ill. 

* + 

South Beno, Inp.: Who manu- 
factures a sod cutting machine that 
can be drawn by a tractor?—Jack 
Taylor’s. 

ANSWER: Richmond Sod Cutter 
Co., Richmond, Ind. 


* %& 


Wasuincton, D. C.: Who makes 
Excello nickelware?—U. S. De- 
partment of Commerce. 

ANSWER: Hirsch, Inc., 14 W. 
23rd St., New York City. 
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ADVANCES BECOMING EFFECTIVE 


Pipe Fittings and Nipples 
Brass Valves 


Plumbers’ Brass Goods 


Sash Weights 
Steel Medicine Cabinets 
Electric Water Systems 

Electrical Loom 


Bright and Brass Wire Goods 


Combination Screen and Storm Doors 


Pig Iron Copper 


Dunham Lawn Rollers 


Lead 


DECLINES BECOMING EFFECTIVE 
China Wood Oil 


GENERAL PRICE REVISIONS 


Ice Cream Freezers 


Zinc 
November 
7th 
1935 


ADVANCES BEING ANTICIPATED 
Paint, Household and Floor Brushes 
Harness and Leather Goods 


Sales of carriage and machine 
bolts have improved during recent 
months, and the volume is now great 
enough to keep some of the more 
aggressive companies rather busy. 
Price competition for orders is less 
strenuous, and all manufacturers 
feel that today’s regular schedules 
are still too low to return a profit 
margin on current operations. It 
is certain that an advance will be 
attempted with any upturn in the 
cost of steel or labor, or with any 
substantial increase in demand. 

* * * 


Makers of galvanized ware,— 
standard tubs and pails,—are main- 
taining present schedules, and the 
general impression is that they will 
be re-affirmed in November. Later 
in the year an advance is expected 
to be announced, due to increased 
costs which are widely recognized. 

* & # 


As the holidays draw nearer, 
glass oven ware items sell more 
freely, as many of them are at- 
tractive and popular for gift pur- 
poses. The new displays and special 
packages which one manufacturer 
has brought out in recent months 
are proving very stimulating to this 
line. 

* * & 

In the field of paints and 
varnishes, quotations on China wood 
oil have ceased their skyward move- 


ment, and have receded several 
points. This, for a time at least, 
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will obviate the necessity of further 
advances on varnishes and kindred 
products. 

* * * 

Prices of raw bristle for paint 
and varnish brushes have advanced 
tremendously since present finished 
brush quotations were figured. There 
is every indication of another ad- 
vance, and wholesalers are recom- 
mending paint brushes as a good 
buy, for immediate action, to cover 
current and spring requirements. 

* x * 


Household and floor brush 
prices are very firm, due to’ higher 
fiber costs. Raw white Tampico has 
advanced each month, and while 
manufacturers have not yet raised 
their prices on brushes, a mark-up 
seems certain to follow. 

* * * 


On house-brooms, quotations 
are steady and stronger. Since the 
Department of Agriculture August 
estimate of a 67,000 ton crop of 
broom corn in the United States, 
drouth in the West and early frosts 
have cut the yield a great deal. The 
October 1 report indicated a drop 
to 54,000 tons, with possibly still 
further decrease because of adverse 
weather conditions. The annual con- 
sumption of broom corn in the 
United States is usually around 45 
to 50 thousand tons, and will take 
the entire 1935 crop, as there has 
been no carry-over for the past few 
years. Indications point to a stable 


OWS the 


price on broom corn, and not a 
cheap broom market. Leading 
manufacturers say that retailers will 
probably not be able to buy much 
of a broom under $4.00, and the bet- 
ter grades will cost as high as $7.00 
to $8.00. 
* * * 

Pipe fittings manufacturers 
advanced prices five per cent on 
October 15 on all malleable and 
cast iron fittings. A ten per cent 
increase on brass valves went into 
effect on October 25, as well as a 
five per cent advance on nipples. 
This is the first advance on valves 
and the second on malleable fittings 
and nipples, since the “lows” of the 
recent period. 

* * * 

Prices on Dunham _ water- 
weight lawn rollers have been re- 
duced for the coming season about 
ten per cent. A competitive price 
situation is said to be responsible 
for the lower prices. Early sales of 
all lawn and garden tools and sup- 
plies have been up to expectations, 
while futures on lawn mowers and 
grass catchers are setting a record as 
compared to any recent season. 

* * * 


On clipping machines a good 
volume of fall business has been de- 
veloping in recent seasons, and job- 
bers now report good orders coming 
in for these machines, also for clip- 
ping heads, blades and parts. A 
few years ago this line was a spring 
item, but in the last few years cow 
clipping has developed to an extent 
where now the months of October, 
November and December produce 
the bulk of the year’s business. 

+ * 


Some wholesalers report a 
marked shortage on _ low-priced 
wrist watches. Several of the larg- 
est manufacturers of popular-priced 
watches are oversold and are ac- 
cepting no more business on watches 
of this kind for the balance of this 
year. After current jobbing stocks 
are exhausted, there is likely to be 
a dearth, for the dealers’ Christmas 
requirements, on wrist watches re- 
tailing at $2.25 to $5.00 each. 


* + 


Alcohol prices for anti-freeze 
use are in the hands of all the 
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trade, but due to unseasonably warm 
weather early sales have been dis- 
appointing. A drop in temperature 
will start the demand. Prices are 
somewhat higher than a year ago, 
though there are spots of price- 
cutting due undoubtedly to left- 
over stock from last season, and 
bought at the lower prices which 
then prevailed. 
* * * 


Sash weight prices in most 
localities have taken a sharp in- 
crease, due to the scarcity of suitable 
scrap, and the high cost of such 
scrap as is found available. Sales 
in sash weights, while far below the 
former building-boom peaks, have 
been gaining rapidly, and 1935 has 
seen the best total in four or five 
years. With the oncoming of winter 
weather, sales for the several months 
ahead will be light, and prices will 


probably steady themselves near 
present levels. 
* * * 
1936 quotation sheets on 


screen doors and window screens 
will probably be issued by the lead- 
ing manufacturers about November 
15. Not much change is expected 
from the past season’s prices. It is 
believed that competitive conditions 
are such that they will not permit 
much advance, although this year’s 
quotations were recognized as being 
decidedly low. Some makers of com- 
bination screen and storm doors 
have withdrawn their lowest prices 
and have announced an increase. 
t+ * 


Electric water systems, for 
shallow wells, advanced five per 
cent November 1. These systems 
are increasingly popular as the bet- 
ter farms are abandoning hand 
pumping wherever possible. 

* * * 


Plumbers’ brass goods are up 
an average of ten per cent, and 
steel medicine cabinets advanced 
five to ten per cent, also effective 
November first. 

* & # 


A ten per cent mark-up on 
bright and brass wire goods became 
effective on November 1 and reflects 
both higher material cost, and a 
better demand which has eased com- 
petitive pressure. 


1935 


Non-metallic electrical con- 
duit, or “loom,” in the leading 7/32 
inch size has been reduced 7% per 
cent by keen price competition. 
* * * 


Prices on ice-cream freezers 
for next season have been announced 
by several manufacturers, with some 
adjustments both up and down. 
List prices on some popular patterns 
are up 25 to 50 cents each, but with 
discounts somewhat bettered, to 
partly offset. An important new en- 
trant into the competitive-priced 
field, on both wood and galvanized 
freezers, is not expected to affect 
the market situation. 

* * * 


Release of from five to ten 
per cent of the 2,000,000 or more 
hides, calf and kip skins held by the 
government can be made at this time 
without a disastrous collapse in 
leather prices, the Tanners’ Council 
of America decided at a recent Chi- 
cago conference, and a committee 
was appointed to negotiate the re- 
lease. The hides were acquired 
through the slaughter of cattle dur- 
ing last year’s severe drought. 

* & *& 


Widespread consumer buying 
is keeping hardware stcres busier 
than usual for November.  Pur- 
chases are not confined entirely to 
seasonables or necessities, and there 
is a quick response to any offering 
of worth-while new “gadgets” for 
the home, or to accustomed lines 
which have been dressed up, im- 
proved, or favorably priced. Peo- 
ple are more normally gratifying 
their wants, as well as their needs. 
Many shoppers yield to the tempta- 
tion of attractive items attractively 
displayed, in a manner most satisfy- 
ing and profitable to merchants who 
are keeping up with the times. 

* * * 


In their own buying, dealers 
are reflecting considerable con- 
fidence, both in the outlook for con- 
tinued good business and in the 
favorableness of today’s prices. 
The volume of future ordering, men- 
tioned here several times recently 
is gaining to an extent which as- 
sures quite a busy winter and spring 
for many manufacturers. Recent 
scattering experiences of shortage 


in jobbers’ and dealers’ stocks have 
had their effect in freer ordering. 
Perhaps for the same reason there 
is less price haggling or shopping 
before orders are placed, dealers en- 
trusting themselves more readily to 
their usual suppliers. 


e® @ @¢ 


The prevailing sentiment at 
the Atlantic City convention was 
confidence toward the future, with 
gratification at the progress already 
made. No less by the outpouring 
of attendance, than by happier 
speech and mien, the manufacturers 
and wholesalers reflected the im- 
provement now extending throughout 
the country. Part of the marked 
betterment was attributed to the re- 
vival in residential building, though 
increased purchasing by the farmer 
was recognized as probably the 
major factor. Some of its worst 
problems were pointed out as aris- 
ing within the hardware industry 
itself,—in the recurrence of “give- 
away” competition among jobbers 
on leader lines like ammunition, 
screen cloth, bolts and netting, and 
among a few manufacturers in vari- 
ous lines,—in their scramble for 
small business at extreme prices. 
Hope was revived, however, after the 
informal convention discussions, 
that the “live and let live” spirit 
may yet prevail in these exceptional 
and troublesome cases. 


e-  @¢@ @& 


An advance of $1.00 per 
gross ton in the price of pig iron 
was made effective about October 
23,—the first increase since July 1, 
1934, when an advance of 50 cents 
was made. Bookings since Septem- 
ber 1, at the former prevailing 
prices, have involved a larger ton- 
nage than is shown for any similar 
period since 1930, and insure a con- 
tinued high rate of shipment through 
the remainder of the year. October 
shipments, for the first three weeks, 
showed an increase of 22 per cent 
over the September rate and a fur- 
ther upturn, possibly to 30 per cent 
was expected by the end of the 
month. Foundry coke prices were 
advanced 50 cents a gross ton early 
last month, and a similar advance 
was made in charcoal iron on Octo- 
ber 1. 
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Among spring items now sell- 
ing for 1936 delivery, notable totals 
have already been reached on gar- 
den hose and on lawn mowers. Or- 
ders are starting more slowly on 
poultry netting and screen cloth, 
for the new pricing system of the 
manufacturers has hardly been fully 
“digested” by the trade. However, 
all sellers are gradually falling into 
line with the resale schedules offered 
by the factories, and there is ex- 
pectation of a season free from the 
early price irregularities of former 
years. Users of exceptional quanti- 
ties are allowed moderate fixed ex- 
tra discounts, not great enough to 
discriminate unfairly against the 
smaller dealers. 

* * * 

Steel orders from makers of 
farm equipment and road machinery 
are beginning to show season cur- 
tailment. On the other hand, there 
has been improvement in demand 
from makers of toys, household ap- 
pliances and steel furniture. Stove 
makers in the St. Louis district have 
been operating at the highest rate in 
years. Heavier steel buying by 
machine tool and textile machinery 
manufacturers has improved the 
position of cold-finished bars. Re- 
newed spot orders for can manu- 
facture are sustaining tin plate 
production. 

* * 

Steel ingot output last week was 
estimated at 51.9 per cent of ca- 
pacity, near the high level for the 
year, and more than double the 
corresponding 1934 week. The auto- 
motive industry, on which further 
gains in steel output are primarily 
dependent, has lost none of its opti- 
mism, despite the slowness with 
which it is moving into new model 
production. November car assem- 
blies are expected to climb back to 
the levels of earlier active months. 
Structural steel awards are still 
light, but some progress is being 
made in bringing new public proj- 
ects to the bidding stage. Demands 
on the part of steel labor for higher 
wages, together with the recent rise 
in fuel costs, have tended to stiffen 
the attitude of mills on prices. 

* * * 

Constantly improving values 
and performance in the radio field 
are influencing sales again toward 
the console type multi-tube sets, 
though the tone and volume obtain- 
able from many smaller instruments 
of careful manufacture is holding 
the loyalty of thousands of users 
who like compactness. A notable 
perfecting of performance in recent 
battery sets assures a remarkably 
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satisfying service and range in homes 
not wired for current. A live hard- 
ware store in any locality without a 


prospering radio department is 
rather an exception nowadays. 
* * 


Modernization loans, under 
the plan of the Federal Housing 
Administration, reached a new high 
in September when 87,970 loans 
were made for a total of $30,403,179, 
or more than a million dollars a 
day. The figures for October are 
incomplete, but as of Oct. 26 the 
number of loans made totalled 67,743 
for $22,945,709, again an almost a 
million doliars a day average for 
an off-season building month. The 
grand total of insured loans on 
October 26 was 515,159 for $190,- 
660,564. 

* * * 

The hardware trade is mak- 
ing more rapid progress, according 
to a review of the industry just com- 
pleted by Dun & Bradstreet, Inc., 
and released on October 26. The 
review says in part: “Almost con- 
tinuous widening of building op- 
erations, larger cash incomes in 
farming communities, and the gen- 
eral improvement in industrial con- 
ditions have enabled the hardware 
trade to resume a quicker rate of 
progress. While the current year 
opened auspiciously, following the 
steady betterment during the latter 
part of 1934, distribution slackened 
during the second quarter because 
of adverse weather conditions, nar- 
rowing perceptibly the gains which 
had been recorded for the first 
quarter, so that the results for the 
six months fell below expectations. 

“The turn for the better which 
started in May, however, gathered 
such momentum during the Summer 
months that sales for the nine 
months totaled as much as 30 to 
40 per cent higher than those for 
the corresponding 1934 period, while 
production was larger by 10 to 15 
per cent, with many manufacturers 
behind in their orders. After book- 
ing the best Summer volume in four 
or five years, most of the retailers 
started the Fall season with carry- 
overs reduced to a minimum and 
with initial consumer demand dis- 
playing unusual preference for the 
higher-priced merchandise.” 

* * * 

A recent retail trade survey 
showed that in a six-year period, 
from 1929 to 1934, with a volume 
declining every year in practically 
all lines, the chain stores were able 
to increase their share of total re- 
tail trade 11.1%. 

In 1929, when the sales volume 


was probably at its peak, total re- 
tail trade was approximately $49,- 
114,653,000. Of this volume 78.1% 
was secured by independent stores. 
The chain stores secured 21.9% of 
this business. In 1934 total retail 
trade was approximately 28 billions. 
Of this the independent stores se- 
cured 67% and the chain stores 
secured 33%. 


*# & 


The outstanding help of farm 
gains to all industry is hardly de- 
niable. The impetus to the general 
business improvement originated on 
the farms, in the improved relation- 
ship between farm and _ industrial 
prices, which gave farm products a 
greater value in exchange for the 
products of industry. According to 
the latest trade bulletin of the 
National City Bank, of New York, 
farm prices this year have repre- 
sented on the average about 85 per 
cent of the prices of goods pur- 
chased, taking the 1909-14 average 
of both as 100. This compares with 
73, the average for 1934, and 55 at 
the low point. The farm cash in- 
come this year is the highest since 
1930. All the farm markets have 
had a vast improvement, through the 
reduction or elimination of the sur- 
pluses accumulated even before the 
depression. Balanced relationships 
between supply and demand have 
been restored, and buyers are no 
longer afraid or unwilling to carry 
the stocks that accumulate during 
the season of production. It is not 
the usual thing to welcome a calam- 
ity such as the drouth of 1934, but 
the chief cause of the elimination 
of the excess supplies evidently was 
the drouth; and despite the distress 
of those affected, the consequences 
in the markets have been beneficial. 

* & #& , 

Price firmness in the com- 
modity markets is extending to fin- 
ished goods; the fears of price 
slashing which attended the break- 
up of the N.R.A. are now proved un- 
founded, and buyers are covering 
their requirements more freely. 
This applies to purchases by the 
industries as well as to merchants. 
Sales of copper have been heavy for 
two months, both domestic and ex- 
port, and the domestic price has 
been marked up past the code figure 
of 9 cents, to a current quotation of 
914 cents. Tin, lead and zinc are 
higher under more active demand. 
With building figures continuing to 
run above a year ago, lumber busi- 
ness has been good; the lumber 
statistics are vastly better than last 
year, and the markets are firm. 

(Continued on page 96) 
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Southern California Dealer Conference 
With 300 Present, Surpassed 
All Previous Efforts 


HE 4th annual conference of 
the Southern California Re- 
tail Hardware Association, 


Ltd., held at the Grant Hotel, San - 


Diego, Cal., excelled all others in 
interest and attendance. There were 
289 registrations of dealers and their 
wives for the business sessions, and 





J. V. GUILFOYLE 
Managing Director 


more than 300 were present at the 
banquet. Resolutions adopted urged 
support of the American Institute 
of Fair Competition; appealed to 
manufacturers to establish minimum 
retail prices on their products, un- 
der the provisions of the State’s 
Badham Fair Trade Law, and con- 
demned the operation of retail paint 
outlets by manufacturers and whole- 
salers. 

The day following the Confer- 
ence was “Hardware Day” at the 
San Diego International Exposition 
at Balboa Park and more than 350 
hardware men and their families 
enjoyed the unusual exhibits. 

Principal speakers were: C. C. 
Baker, president, Allied Indepen- 
dent Merchants of California; R. B. 
Isner, Long Beach, Cal., president 
of the association, and J. V. Guil- 
foyle, managing director of the as- 
sociation, Los Angeles, Cal. 

Mr. Baker’s subject was “The 
New California Chain Store Tax 
Law and Its Future.” He explained 
that the organization which he heads 
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has been formed for the purpose of 
bringing together the various trade 
associations in the State that they 
might work together in a campaign 
to obtain the passage of adequate 
chain store legislation of a type 
which will protect independent mer- 
chants. He stated that the member- 
ship in the Alliance now approxi- 
mates 5,000, and in reference to 
the new chain store tax law he said: 

“Because of its exemptions there 
is grave doubt as to the constitu- 
tionality of the Cronin-McMurray 
bill, now before the people through 
referendum. Many citizens who or- 
dinarily would favor a chain store 
tax oppose this bill. They are 
against it on the ground that it ex- 
empts large oil corporations such 
as the Standard Oil Company, per- 
haps one of the largest chain oper- 
ators in the State, at the same time 
levying a tax on small locally-owned 
and locally - managed California 
chains. 

“For those reasons it has been 
deemed advisable, through the ini- 
tiative, to submit a new bill en- 
tirely—a bill with all exemptions 
removed—thus assuring its consti- 
tutionality and the support of those 
who, for the reasons stated, would 
oppose the present bill. Petitions 
to place the new bill on he ballot 
at the 1936 general election will be 
available within a short time. 

“In conclusion, may I repeat, no 
chain store act in California can 
ever become effective except by di- 
rect vote of the people. As was 
the case with the Cronin-McMurray 
bill, any act passed by the Legisla- 
ture at any time in the future, would, 
through referendum petitions on the 
part of the chains, be rendered in- 
operative. It is no longer a matter 
of lobbying a bill through the leg- 
islature. It entails the reaching of 
some three million voters in their 
homes. It is a vast undertaking 
indeed. 

“It can be accomplished only 
through cooperation and hard work, 
only if you and the other inde- 
pendent dealers of the State, the 
leaders, like the patriots of old will 
set your ‘John Hancocks’ to a new 
Declaration of Independence, pool 


your resources, your forces and work 
and fight as a unit from this day 
on. In no other way can it be done. 
Inactivity and lack of interest on 
your part means sure defeat. De- 
feat in this first test vote would be 
little short of a tragedy.” 
President Isner discussed “The 





R. B. ISNER 


President 


Power of Working in Unison and 
Harmony,” and first reviewed the 
National Congress at Detroit in 
June, saying that after the first 
evening the entire congress theme 
was on meeting chain store com- 
petition, and that “the burden of 
every song seemed to be ‘Coopera- 
tion Is The Key.’” He declared 
that other lines of merchandising 
had gone far ahead of hardware 
dealers in the matter of cooperation, 
and cited examples of what some 
independent dealer organizations in 
the grocery field have accomplished. 
In this connection he said: “—as 
a matter of self-preservation, some 
such voluntary chain must come for 
the hardware dealer, or we will all 
be wearing involuntary chains.” He 
then commented -on the increasing 
mortality among hardware stores in 
the State during the past two years, 
and said that 56.5 of the 537 hard- 
ware stores operating in the State 
on Sept. 15 were members of the 
association. In concluding, he 
pointed out the advantages of asso- 
ciation membership. 
(Continued on page 92) 
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A Brief History of the 


Yale&Towne 


Manufacturing Company 


Yale & Towne plant, at Stamford, as it is today 


EARLY a century ago, in 
| \ the pleasant little village 
of Newport, N. Y. (about 

twelve miles northeast of Utica), 
the name Yale was first identified 
with locks and hardware. It was 
there that Linus Yale, Senior, 
starting as a lockmaker, produced 
the Yale Bank Lock, the first of 
the long and varied line of locks 
to bear that distinguished name. 
Linus Yale, Senior, was born in 
Middletown, Connecticut, in 1797, 
but was reared in Herkimer 
‘County, N. Y. He possessed a nat- 
ural genius for mechanics which 
at first he devoted to originating 
improvements in various milling 
devices. Later, he applied his tal- 
ents to designing and making bank 
locks which, in those days, were 
of intricate construction and al- 
ways operated by keys. The first 
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Yale Bank Lock, brought out in 
1847, was considered a master- 
piece of ingenuity. 

In that same year, Linus Yale, 
Senior, built in Newport, N. Y., 
a substantial stone building to 
serve as his factory. That build- 
ing still stands today, a monument 
to the Yale Lock—and it is still 
known and pointed out in that 
community as the “Yale Lock 


in addition to bank 
locks, the originator of the Yale 
Lock also designed and made a 
number of locks for use on doors, 
drawers and other places, all 
noted for their high mechanical 
excellence. 

Linus Yale, Junior, his son, was 
born in Salisbury, N. Y., in 1821, 
and he began his career as an 
artist. Soon, however, his in- 
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Original Yale Lock Shop, 
Newport, N. Y. 


Shop at Stamford, Conn., in 1873 


herited aptitude for mechanics 
manifested itself and he followed 
in his father’s footsteps as a de- 
signer and maker of locks. Al- 
though father and son were never 
in partnership, the younger Yale’s 
first essays in this field were in 
his father’s factory at Newport, 
N. Y. 

About 1855, Linus Yale, Ju- 
nior, moved to Philadelphia and 
established his own business. 
Later he moved to Shelburne 
Falls, Massachusetts. 

The son, like his father, de- 
voted himself at first to the design 
and manufacture of bank locks in 
which, at that time, public inter- 
est had been greatly stimulated 
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Linus Yale, Junior 


by lock-picking contests and other 
circumstances. Linus Yale, Junior, 
brought out a series of remark- 
ably ingenious bank locks, each 
designated by a distinctive name. 
There were the Yale Infallible 
Bank Lock, The Yale Magic Bank 
Lock, The Yale Double Treasury 
Bank Lock and The Yale Moni- 
tor Bank Lock. The latter is of 
particular importance because it 
marked the transition from key 
locks to the dial or combination 
type. 

Eventually Linus Yale, Junior, 
began to apply his talents to the 
improvement of smaller locks for 
general uses. He brought out the 
Yale Cylinder Lock with the fa- 
mous pin-tumbler mechanism. He 
also developed the “metallic 
front” for Post Office lock boxes 
and he achieved other notable 
improvements in lock construction 
and operation. Thus, the reputa- 
tion of the name Yale was ex- 
tended far beyond the field of 
bank locks and was made to in- 
clude locks for all uses where 
high security was desired. 

In the meantime, during the 
critical period of the Civil War, 
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another series of events was hap- 
pening which, although appar- 
ently unrelated, merged with those 
already recorded to contribute to 
the eventual formation of The 
Yale & Towne Manufacturing 
Company. 





Henry R. Towne 


Henry R. Towne, after a very 
thorough education at the Uni- 
versity of Pennsylvania, began his 
career as a mechanical engineer 
in Philadelphia in the Port Rich- 
mond Iron Works. He worked 
his way through the drawing room 
and shops and finally was placed 
in charge of the erection of ma- 
chinery in the two novel “Moni- 
tors” which the firm built under 
contract with the Navy Depart- 
ment from the designs of Captain 
John Ericsson. One of these was 
the celebrated “Monitor” which 
engaged in the historic battle with 
the “Merrimac” off Hampton 
Roads, Virginia, on March 9th, 
1862. 

Having completed this work, 
Mr. Towne, desiring to qualify 
himself further as a Mechanical 
Engineer, made a tour of engi- 
neering establishments in Europe 
and studied at the Sorbonne, in 
Paris. Later he entered the shops 
of William Sellers & Company, 
in Philadelphia, and afterward 
began to look about for a perma- 
nent business connection. 

In 1868, Linus Yale, Junior, 
was seeking an associate. It was 
the late William Sellers, a dis- 
tinguished mechanical engineer, 
who brought together Mr. Yale 
and Mr. Towne. They decided to 
unite their efforts and erected a 
modest factory at Stamford, Con- 
necticut. It was unfortunate that 
Linus Yale, Junior, died suddenly 


in New York (on Christmas Day, 
1868) before the venture had been 
fully launched upon its career. 

Mr. Towne at once became the 
active head of the new company, 
the first corporate name being 
the Yale Lock Manufacturing 
Company. This was later changed 
to The Yale & Towne Manufac- 
turing Company. Mr. Towne con- 
tinued to serve as president until 
1915, when he resigned to become 
Chairman of the Board, a posi- 
tion which he occupied until his 
death in 1924. To his remarkable 
ability as an engineer and as an 
executive and to his energy, fore- 
sight and integrity, the rapid but 
sound growth of the company was 
largely due. 

Today the Stamford Plant of 
The Yale & Towne Manufacturing 
Company occupies 25 acres, has 
68 buildings and over 1,000,000 
square feet of floor space. Start- 
ing with 30 employees in the orig- 
inal factory, which is still a part 
of the Stamford Plant, the com- 
pany has grown to a point where 
(in normal times) upwards of 
10,000 are employed. Many of 
the most important developments 
in the lock industry since 1870 
have originated with The Yale & 
Towne Manufacturing Company. 
The name Yale has become a 
household word, a symbol of qual- 
ity and security. The distribution 
of Yale Products is world-wide. 

Yale Bank Locks protect the 
money and securities in banks; 
Yale Mortise Locks, Auxiliary 
Locks, Cabinet Locks, Padlocks 
and numerous other types are 
depended upon to safeguard 
homes and business properties. 
Buildings of all sizes and types 
are equipped with Yale Builders’ 
Hardware. Yale Door Closers are 
providing quiet, comfort and con- 
venience by their efficient control 
of doors. 

During the years, The Yale & 

(Continued on page 84) 





A Modern Yale Rim Night Latch 
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Relations of Producers and Distributors 
of Iron and Steel Products 


By WALTER S. TOWER 


Executive Secretary, American Iron & Steel Institute, New 
York City, Addressing the National Association of Sheet 
Metal Distributors, Tuesday, October 22, 1935, at Atlantic 
City, N. J., Declares Distributor Occupies Logical Place in 





the Marketing of Steel Products and That They Offer 
an Economic Channel for Such Distribution. 


tributors, it should be understood first, that what I have to say 


ik undertaking to discuss the relations between producers and dis- 


applies only to iron and steel products; and second, that I speak 
neither for producers nor for distributors. Any opinions which I may 


express are purely my own, and wholly uninspired. 


In the group of 


producers to be considered are those concerns which are makers of steel 
products for sale, and in the group of distributors are those concerns 
which are in the business of buying steel products from the makers 
thereof and reselling such products, generally without processing or 
fabrication, to purchasers who are chiefly not in the class of ultimate 


consumers. 


In other words, the distinguishing characteristics of the 


distributor, as I understand it, are that he operates a warehouse or 
maintains a stock of goods and does business mainly on the wholesale 


basis as distinct from retail. 

There are, as you know, many 
producers, probably between 300 
and 400, and they make many dif- 
ferent classes of steel products. A 
few producers make a wide range 
of finished products; but most of 
them make only a limited range, 
and for any given class of products 
the number of producers is not very 
large. In few cases does the num- 
ber exceed forty. It is also true that 
there are many concerns, doing 
business or striving to do business 
as distributors, widely scattered 
throughout the country in many 
kinds of localities. Some of these 
concerns handle chiefly steel prod- 
ucts, but I believe that for the ma- 
jority, and particularly for those 
represented at this meeting, steel 
items are only a minor part of the 
business. How many there are of 
such concerns, no one seems to be 
quite certain, with guesses ranging 
all the way from 500 to 5000 for the 
entire United States. 

Under these circumstances, it is 
obvious that relations between in- 
dividual producers and distributors, 
separately or collectively, may vary 
widely. For example, there are 
fundamental differences between 
producers who make heavy prod- 
ucts like rails, shapes and plates 
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and those making galvanized sheets, 
wire nails or barb wire as regards 
their relations to the group of dis- 
tributors. On the other side, there 
is considerable contrast in respect 
to relations with producers, between 
the position of a distributor who 
is catering primarily to customers 
in a large urban market and the 
position of a distributor who is 
chiefly concerned with the needs of 
rural districts. 

It seems appropriate, therefore, 
in the first place, to ask whether 
the distributor occupies a logical 


place in the marketing of steel prod- 
ucts, and I would like to start with 
a frank recognition of the fact that 
the distributor does appear to have 
a logical place in the general 
scheme of making steel products 
readily available to all classes of 
purchasers, wherever ‘located. If 
anyone has in his mind a question 
regarding that point, it is necessary 
only to direct attention to the policy 
of certain producers in recent years, 
either in respect to establishing for 
themselves a system of warehouses 
from which to render the kind of 
service which is commonly offered 
by the distributing trade, or in ac- 
quiring an interest in, or a control 
of, distributing facilities which 
previously have been operated in- 
dependently of steel producers. 
Among the larger steel companies, 
for example, I believe there are 
already five or six who are actively 
engaged on a large scale in distrib- 
uting their products from their own 
warehouses or from stocks main- 
tained at different places through- 
out the country. 

At least for certain products ot 
the steel industry, the channels used 
in marketing a large part of the 
total tonnage sold annually run 
through the warehouse of the dis- 
tributor. That is conspicuously the 
case in the marketing of standard 
pipe, but perhaps only little, if any, 
less so in the case of wire nails, 
wire fencing and galvanized roofing 
products. At the same time, there 
is hardly any class of other impor- 
tant steel product which does not 
to some extent find one of its out- 
lets through the distributor’s stock. 
These facts follow logically from 
the character of demand or require- 
ments of the many purchasers of 
steel products, which do not find it 
convenient to depend wholly, or 
perhaps at all, on direct service 
from producers. 

There are, for example, among 
the thousands of industrial users of 
steel, many who do not carry a stock 
of materials, but buy frequently in 
small quantities, and who generally 
need prompt delivery. There are 
also many places where steel is used 
which are not close to producing 
centers, and fur which the distribu- 
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tor’s stock is both a convenience and 
a protection. Similarly, consumers 
of large tonnages of steel products 
often find it necessary to have 
quicker delivery of a quantity of 
certain kinds of material than can 
be expected by shipment from the 
producing mill. 

In such conditions lies the founda- 
tion on which the operation of dis- 
tributing warehouses has _ been 
built. So long as those conditions 
persist, there should be a place for 
the responsible distributor. 

The second point to be considered, 
then, naturally involves the ques- 
tion of comparative services which 
can be offered and the possibilities 
of competing for the same business 
by both producer and distributor. 
On that point it is necessary to ad- 
mit that relations have been chang- 
ing, because in various respects 
present conditions stand in marked 
contrast with those which formerly 
prevailed. Two or three decades 
age, the average producer of steel 
considered it necessary to have 
enough orders on hand for the 
uninterrupted rolling of one section 
or description for days or even 
weeks at a time. Under these cir- 
cumstances it was, of course, diffi- 
cult, if not impossible, for a buyer 
of steel to get prompt mill delivery 
of any tonnage which did not hap- 
pen to be included in the then cur- 
rent schedule of rolling. And re- 
course to the warehouse was a com- 
mon answer for emergency needs. 
Now, however, it seems to be estab- 
lished practice for producers to 
make frequent roll changes in their 
mills and to operate them on a 
comparatively short schedule, often 
figured in hours rather than days, 
so far as any individual section or 
description of finished product is 
concerned. In a similar fashion the 
movement of rail freight has been 
speeded up heyond what was former- 
ly the case and supplementing or 
competing with rail movement is 
the promptness of service which is 
now made possible by door-to-door 
truck deliveries. 

I would hesitate to venture an 
opinion whether the changed prac- 
tices and means for making quick 
delivery by producers have on the 
whole operated more generally to 
make purchasers seek direct ship- 
ment from the producers or turn 
more frequently to the almost im- 
mediate service possible from a dis- 
tributor’s warehouse stock. But it 
does seem to me an inescapable 
conclusion that to the extent that 
mill schedules are more flexible and 
mill deliveries thereby accelerated. 
both the producer and the user of 
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steel now have less urgent need 
than formerly for the distributor’s 
service. In practice, of course, there 
is the important modifying factor 
which grows out of the willingness 
or reluctance of producers to handle 
directly such deliveries of quanti- 
ties as may readily be had from a 
distributor’s stock. And in that re- 
spect the attitude of many producers 
seems to depend more largely on 
the general state of business than 
on any firm conviction as to sound 
and consistent policy. 

In the discussion so far, I have 
referred several times to the dis- 
tributor and to his warehouse stock. 
From that fact and the opinion just 
expressed concerning comparable 
services, it seems to me that the 
third point for consideration is 
whether the relations between pro- 
ducer and distributor appropriately 
embrace what are commonly known 
as direct mill shipments. I appre- 
ciate the fact that in some instances 
the purchaser of a shipment to be 
made directly from the mill may 
commonly be known as the cus- 
tomer of a distributor. But I should 
like to leave out of this discussion 
the whole subject of direct mill 
shipments, because of the view 
already expressed to the effect that 
a distributor is a concern which 
operates a warehouse or maintains 
a stock from which to meet the 
needs of his customers. The func- 
tion performed by the third party 
in the case of a sale for direct mill 
shipment is essentially that of a 
salesman, broker or agent. and I do 
not believe that any salesman, 
broker or agent occupies the same 
place between producer and user of 
steel products as is properly held by 
the distributor or warehouseman. 
There is, for example, always the 
chance that any operations carried 
on without personal stake or vested 
interest may be disturbing to the es- 
tablished business. 


A Dual Capacity 


It should be understood. there- 
fore, that in any part of this dis- 
cussion no consideration is taken of 
the fact that some concerns which 
are operating as distributors under- 
take at times to assume a dual ca- 
pacity by acting also as brokers or 
agents. The relations in such a case 
are manifestly whatever the contract 
between principal and agent may 
provide. 

A corollary of that problem is 
found in the divergence of views fre- 
quently encountered, as to the na- 
ture of the place which the distribu- 
tor occupies: Is the distributor a 


representative of the producer, an 
integral ‘part of his organization for 
marketing products, or is he in the 
position of an independent mer- 
chant? In a loose sense, I suppose, 
every handler of manufactured ar- 
ticles is a representative of the pro- 
ducer thereof, in that the handling 
helps to complete the process of 
placing such articles in the posses- 
sion of the ultimate consumer. But 
so far as being a representative in 
the strict sense of a part of the pro- 
ducer’s organization, I do not think 
that that properly is the case, at 
least for distributors of steel prod- 
ucts, nor do I think that such dis- 
tributors, if wise, would wish to be 
so regarded. 

For one thing, in the position of 
merchant, bound to no one, it seems 
to me that the distributor would 
have every right to expect that his 
markets would not be invaded by 
the producer with goods offered at 
a price which no distributor could 
afford to quote. 

That brings us logically to the 
fourth point which is, I believe, one 
of the most discussed questions in 
the whole realm of relations between 
producers and distributors, that is, 
the basis of compensation for the 
service rendered by the distributor. 
It involves the old question of al- 
lowance or deduction from the pub- 
lished price. I recognize the con- 
troversial character of that “jobber’s 
deduction” question and I have to 
admit that I am not in any way 
qualified finally to dispose of it, par- 
ticularly because of the fact that the 
answer still appears to be so largely 
a matter of individual policy on the 
part of the producer. I would say 
that much of the difference of opin- 
ion seems to arise from a lack of 
clear understanding of the nature of 
the function which the distributor 
performs. If the distributor is 
properly to be thought of as a con- 
cern which operates a warehouse or 
maintains a stock from which to 
meet the needs of his customers, 
there exists a fundamental quality 
akin to that of any other merchant 
which purchases gocds for resale, 
and there is a sharp distinction be- 
tween the distributor performing his 
function as a merchant and that of 
any individual or concern which is 
operating as a broker or agent. The 
latter, manifestly, because he does 
not buy nor sell, must find the only 
basis of compensation either in a 
commission or in a fee which is re- 
lated to the price or to the quantity 
of material sold. 

On the other hand, a concern 
which purchases products for resale 
presumably intends to derive its 
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compensation for the service ren- 
dered out of the so-called principle 
of mark-up on the goods sold. If 
that is properly the case, then it 
seems to me that the distributor 
probably would find himself better 
off in the long run with producers 
of steel products adhering to a one- 
price policy rather than to a policy 
of making concessions, allowances 
or deductions from the prices of 
products sold to distributors in 
order that such concessions, allow- 
ances or deductions might provide 
the distributor with a profit on his 
operations. I believe it has been true 
more often than not true, that in the 
case of those products on which al- 
lowances or deductions have not 
been made to distributors, competi- 
tive market conditions have been 
satisfactory and have offered the 
basis for distributors to operate 
profitably. I believe also that the 
reverse has generally been true in 
the case of those products on which 
allowances or deductions have been 
granted to distributors. 


Price Wangling 


It seems to me that any distribu- 
tor should wisely prefer to know, 
above all else, that other distribu- 
tors, competitors of his, are not able 
to purchase at any lower price than 
the price at which his own stock is 
purchased. On any other basis, 
every distributor has to run the haz- 
ard of what amounts to haggling in 
the market place with its accom- 
panying certainty that some dis- 
tributor is bound to fare better than 
others in the matter of wangling 
price concessions from some pro- 
ducer. There is no degree of effi- 
ciency or ability as a merchant 
which is impervious to the effects 
of price advantage in the hands of 
a competitor. 

Established and responsible dis- 
tributors would be doing themselves 
a lasting service if they would urge 
upon producers complete elimina- 
tion of the so-called “jobber’s de- 
duction.” 

Akin to that question is the mat- 
ter of consignment stocks or con- 
signment accounts which has also 
been the cause of much discussion. 
While I realize that some products, 
notably standard pipe, have for 
many years’ been distributed 
through the establishment of con- 
signment stock in the hands of cer- 
tain classes of warehousemen, I still 
incline to the opinion that consign- 
ment stocks generally are undesir- 
able, both from the standpoint of 
producer and distributor. Consign- 
ment stocks require on the part of 
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producers an investment of capital 
in unsold goods which is unwar- 
ranted, and from the standpoint of 
distributors such stocks have the 
effect of financing the distributor in 
a manner which can result only in 
an unfair disadvantage to any con- 
cern which does not enjoy the privi- 
lege. Without undertaking to cover 
all the arguments which have been 
advanced for or against consignment 
stocks of steel products, it seems to 
me that the element of irresponsi- 
bility among distributors which may 
result from the establishment of 
consignment stocks, and the multi- 
plication of the number of concerns 
which may through that medium 
find an entry into the distributing 
business, are sufficient reasons to 
regard consignment stocks as fun- 
damentally unsound and not in the 
best interests either of producers or 
established distributors. On this 
point, at least, producer and dis- 
tributor should feel that they have 
common cause. 

Various of the foregoing state- 
ments have implied that relations 
which may formerly have existed 
between producers and distributors 
of steel products have been under- 
going or are facing gradual changes. 
The fifth point to consider, there- 
fore, is where such changes are 
leading. 


Individual Requirements 


In recent years, as most of you 
well know, there has been a strong 
tendency among users of steel 
toward adoption of individual re- 
quirements as to quality and chem- 
ical analysis, one result of which is 
that the steel producer of today has 
to deal with a multitude of specifica- 
tions. The common merchant bar of 
a few decades ago has been so 
largely crowded out from the pro- 
ducer’s operations by the necessity 
of meeting a separate specification 
for almost every buyer, that prob- 
ably less than one-third of the bar 
tonnage now can properly be so de- 
scribed. That tendency toward de- 
mand for special grades, qualities or 
analyses of steel applies particularly 
to bars, but also in varying degree 
to other standard classes of steel 
products, and seems to be a tendency 
which is steadily spreading. It ob- 
viously presents problems both for 
the producer and for the distribu- 
tor. The greater the degree of spe- 
cialization in steel products, the 
more difficult it is bound to be for 
distributors to maintain a stock of 
any given class of products from 
which they may reasonably expect 
to meet prompt needs of diverse 


purchasers. An important illustra- 
tion of this tendency is found in the 
wide variety of descriptions of cor- 
rosion-resisting and stainless steels, 
in fact of alloy steels generally, to 
which new combinations of analyses 
and qualities are frequently being 
added. The growing practice of pro- 
ducing and selling sheets in coils, 
and other changing conditions in 
the steel mills all lead to the same 
conclusion, that the position of the 
distributor of miscellaneous steel 
products is not as simple as it used 
to be. The precise manner in which 
such changes in standard practices 
among producers are to be eco- 
nomically met by distributors is a 
problem to which much serious 
thought will have to be given. 

If it shall prove to be true, as is 
frequently predicted and now seems 
likely, that special steels, particu- 
larly of the alloy and stainless types, 
are going to play an increasingly 
large part in the future of steel con- 
sumption, especially in the applica- 
tion of steel to new uses, the dis- 
tributor will have to face another 
problem akin to that presented by 
the problem of steadily increasing 
variety of grades and analyses. I 
refer to the question of capital re- 
quired for carrying an adequate 
stock of steels for which the unit 
price may be many times that of 
the lowly merchant bar which ap- 
pears to have been the first foothold 
of the distributor in the iron and 
steel trade. In that connection it is 
significant to recall that new appli- 
cations of steel and the small be- 
ginnings of use in new industries 
generally are associated with condi- 
tions of demand for which the fa- 
cilities offered by the warehouseman 
in available stock and in prompt de- 
livery make the distributor a jogical 
source of supply. It may be a fair 
question, therefore, whether, in re- 
spect to the special steels, notably 
alloy and stainless, the average dis- 
tributor is going to find himself able 
to maintain the traditional relations 
with producers or whether produc- 
ers must be prepared to perform 
for themselves the service hereto- 
fore available through distributors’ 
stocks. 

That brings us back for a mo- 
ment to the problem presented to 
both producers and distributors by 
the growth of warehouses controlled 
or operated by steel producers. For 
all producers, whether large or 
small, the distribution of steel prod- 
ucts to the ultimate consumer still 
is a major problem and gives prom- 
ise of continuing to be an important 
problem indefinitely. Precisely what 

(Continued on page 80) 
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Possibilities in the Sale of Hard Lead 
for Building Purposes 


By H. F. FRETIHERR 


National Lead Co., New York City, Telling the National Asso- 
ciation of Sheet Metal Distributors, October 22, 1935, at 
Atlantic City, N. J., of the Origin of Hard Lead Roof- 
ing and Its Advantages in Present Day Building Programs. 
Provides Useful Sales Data for Distributors. 


OT only may a building be sheathed in a thin shell of lead com- 
| \ pound, in the form of white lead paint spread upon its outer 

walls, but it can also be roofed over with metallic lead. In 
such case, its lead armor is fairly complete. The use of lead for roofs 
of buildings, for gutters and leaders to carry off rain water, also orna- 
mentation, is an ancient practice. Craftsmen in lead have produced 
during the centuries lasting and beautiful work. Their handiwork has 
come down to us in specimens of great numbers, for they worked in a 
material imperishable so far as the elements or time are concerned. 


Dating back to the days of Ha- 
drian, the famed Roman Pantheon 
was built. The lower story was 
faced externally with large slabs of 
white Pentelic marble and its two 
upper stories were coated with stuc- 
co. The dome, the lower portion of 
which is formed in steps, was cov- 
ered with gilded bronze plates. 
These plates were removed to Con- 
stantinople in A.D. 655 and the 
replacement was with lead. This 
lead is still in place today and in 
good condition. 

France is also known for the 
beautiful lead work in connection 
with many of her noted structures. 
Some, perhaps, may have seen 
the fine specimens of ornamental 
lead work on the Cathedral of 
Amiens and Rheims which are espe- 
cially celebrated. 

It is recorded that at the end of 
the seventeenth century the Turks 
stripped the lead off the roof of the 
famous Church of the Nativity in 
Bethlehem and cast such lead into 
bullets. This was the very lead, 
according to accepted traditions, 
which King Edward IV of England 
donated to reroof the sacred build- 
ing after it had been recaptured 
from the Moslems by the Crusaders. 

The practice of using lead for 
roofs and kindred building purposes 
was so common in England that to 
this day a roofer is called a plumber 
(from plumbum, Latin for lead) 
and, curiously enough, a roof is 
often called a lead, even though the 
particular roof referred to may not 
be made of such material. A lead- 
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covered dome constructed in 1553 
still stands on Barnard’s Inn Hall in 
London and a lead leader head in 
Windsor Castle bears the date of 
1589, 

British Tests Demonstrate Lead’s 
Superior Durability—In a paper 
entitled “The Relative Corrodibil- 
ities of Ferrous and Non-Ferrous 
Metals and Alloys” of the Institute 
of Metals, London, written by J. 
Newton Freind, head of the Depart- 
ment of Chemistry of the Technical 
College, Birmingham, the following 
test results were published. 

Various specimens were subjected 
to a roof exposure in the city air of 
Birmingham, an industrial center, 
for a period of seven years. Similar 
tests were also conducted at Weston 
—Super Mare, where the samples 
were exposed to sea water. The 
relative percentage losses reveal that 
hard lead stands first in the at- 
mospheric corrosion tests and fourth 
in the sea water test, being only 
exceeded by tin and nickel, much 
more expensive metals. 

A brief summary is as follows: 


Relative Percentage of Losses 
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Many other tests have been made 
and they all verify these results. 

Aside from the facts of the en- 
during qualities of lead, which for- 
mer generations have passed on to 
us, we can now specify hard lead 
and secure a material which gives 
even superior service to the soft lead 
of the past. In addition, there are 
the advantages of greater stiffness 
and less weight to the foot. The 
earlier installations were of 12 Ib. 
or heavier lead. The proper weight 
of hard lead depends upon the pur- 
pose for which it is to be used. For 
gutter linings, cornice coverings, 
base and cap flashings and general 
roofing purposes, a_ three-pound 
sheet is recommended. For batten 
roofs, where the battens are spaced 
24 in. or less on centers, two and a 
half pound sheets are satisfactory. 
hard lead comes rolled in sheets 24, 
30 and 36 in. wide by 96 in. long. 
Sheets 96 in. long are satisfactory 
for flashings, pans and batten caps 
but for all other purposes sheets 
not exceeding four feet will be found 
easier to handle. 

For present-day roofing, gutters, 
leaders and ornamental! building 
products, etc., hard lead is the eco- 
nomical installation. In _ recent 
years, more than ever before, we 
have come to the realization that to 
plan for the present is not the habit 
to acquire. The first high cost for 
carefully designed and selected ma- 
terials is the least expensive for we 
eliminate renewals which are fre- 
quently necessary with the average 
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Gets Sales Action 








ACCO Display 


@ Acco Chain stocks turn over readily. For two rea- 
sons. One reason is that your trade knows that Acco 
expresses the best in Chain quality and value. The 
other reason is that an Acco Chain stock displays well. 
Attractive fibre cartons, tidy looking bags and the well 
known Acco Chain rack—all help you to do a larger 
and more profitable chain business. 

The steady movement of Acco Chains keeps your 
capital active and productive. A good Acco Chain 
stock—carefully selected to meet the demands of your 
trade—represents one of the soundest investments you 
can make. No stock depreciations—no bothersome ad- 
justments—no costly servicing. Bought and sold at 
prices that give you opportunity for profit. 

Give Acco Chains a chance to display themselves to 
your trade. Get them into the windows, show them on 
the counters—carry the stock in a place where your 
customers can see it. The packages, the rack, the 
chains themselves will do a lot of work for you. 


AMERICAN CHAIN COMPANY, Inc. 


BRIDGEPORT e CONNECTICUT 


World’s Largest Manufacturers of Welded and Weldless Chain 
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for SURE Profits 





El-Wel-Tra Trace Halter Chains 


Chains Sash Chains 
Heel and Built Dog Chains 
Chains Plumber and 


Wagon Chains Safety Chains 
Breast Chains Well Chains 


Tire Chains: — Weed Regular 
Weed American Bar-Reinforced 
Weed Emergency Unit 
Pneumatic Truck 
Cross Chains for all above 

Coil Chains, Welded and Weldless 

General Purpose Chains 

Repair and Lap Links 

Hooks, Cold Shuts 


Tie-outs oe 
Cow Ties Business 
Steel Loading Chain ee Safety 


Log or Binding Chains 
Porch Swing Chains 
Hammock Chains 
Towing Chains 
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You fllen today 





£95 
“ee 


and sell from 


it tomorrow » » 








— that’s why NEW GOODS | 
BUSINESS GOES UP 50% | 
with a loose-leaf catalog » ~» | 


@ You file the new catalog sheet where it 
belongs, the day it comes—when your whole- 
saler provides you with loose-leaf catalog 
service in a Heinn binder—and from then on 
it is a permanent part of the catalog, just as 
though it had been printed there in the first 
place. @ Then watch your new-goods business 
grow! Experience proves that you can cash in 
on dozens of items you do not carry. @ This 
modern, up-to-date service actually costs your 
wholesaler less per dealer per year. Whole- 
salers: Write on your letterhead to THE 
HEINN COMPANY, Dept. 1125, 326 W. 
Flordia St., Milwaukee, Wis., for new book, 
“The Catalog Question,” showing how you 
can serve your dealers better and make more 
money with a loose-leaf catalog service. 


ar® 





LEI E nocas 


Originators of the Loose-Leaf System of Cataloging 


| only water-tight 





Branch offices in principal cities 
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priced or (so termed) competitive 
material. 

Now for the outstanding reasons 
for specifying hard lead, particu- 
larly as a roofing material. 

Hard lead increases in beauty 
with service and age. When ex- 
posed to the atmosphere it takes on 
a soft gray, non-staining patina, 
which brings out the true value of 
adjacent materials and gives a bal- 
ance to such materials that cannot 
be obtained with other metals. Hard 
lead lends dignity and character 
to any structure with the additional 
factor of permanence and beauty. 

Weather or atmospheric condi- 
tions cannot harm lead and, as to 
permanency, no greater testimony 
can be offered than the records of 
the past, some of which have been 
mentioned. 

Hard lead roofing, properly in- 
stalled, requires no further attention. 

Hard lead eliminates the flying 
spark hazard. 

When grounded a lead roof offers 
protection against lightning. Elec- 
tricity tollows the path of least re- 
sistance and should lightning strike, 
it would have access to the ground 
on the outside of the building. With 
a combination lead roof, gutter and 
leader, the leader being grounded, 
the necessary pathway is completed. 

A hard lead installation reflects 
quality and permanency; therefore 
appreciably aids a sale. 

Lead is also noted for its low heat 
conductivity; therefore serves a two- 
fold purpose—a cool covering in 
summer and retains the inward heat 
in winter. 

Nowadays this is highly impor- 
tant—water or moisture impairs the 
efficiency of cellular insulating ma- 
terials. A hard lead roof is not 
but completely 
moisture-proof—the ideal installa- 


| tion for air-conditioned homes and 


buildings. 

The value of a hard lead roof re- 
mains. Where ordinary roofing ma- 
terials have iittle or no salvage, a 
fair return can always be secured 
for hard lead should a building be 
razed. 

The State of New Jersey recently 
decided to recover the huge dome of 
the State Reformatory at Rahway, 
N. J. This dome, incidentally, is 
the third largest in the world and 
the second largest in the United 
States. Their choice was hard lead. 
Both the removing of the old cover- 
ing of another material and recover- 
ing the dome with hard lead sheets 
to eliminate future trouble and re- 
pairs was quite a task. This dome 
measures about 400 ft. in circum- 
ference at its base and is surmounted 


by a skylight 26 ft. in diameter. 
Forming the base of the dome is a 
series of steps running completely 
around it. These steps or decks 
vary in size but average about 5 ft. 
high and 3 ft. across. The decks 
have a slope of approximately 1 in. 
per ft. Three pound hard lead was 
used for this work and required 
about 80,000 Ib. of hard lead sheets. 

May it be mentioned that this ex- 
ceptionally fine, large roofing job 
was performed by Edwin R. Huddy 
& Sons of Trenton, N. J. 

This installation represents but 
one of the many opportunities where 
hard lead can be specified to advan- 
tage. 

Aside from roofing, hard lead can 
be used for all building purposes 
where it is practical to use sheet 
metal and it has established for it- 
self a definite and important place 
in architectural practice. 

Lead flashings have become in- 
creasingly popular. Its permanent 
non-staining character, combined 
with softness and pliability, makes 
it easy to install and take up ir- 
regularities in surfaces, which are 
desirable features. 

Where rain water gutters and 
leaders are furnished of corrodible 
material, they require frequent re- 
pair and painting. In addition. they 
often leave unsightly stains on the 
walls of a building. Hard lead an- 
swers this problem. 

Hard lead meets a need as a deco- 
rative material for buildings. Roof 
crestings, finials, spandrels may all 
be made of hard lead. Such appli- 
cations are becoming more wide- 
spread. It is possible to obtain in 
hard lead effects that cannot be 
duplicated in cther materials which, 
in contrast, present an extreme 
severity of line. Softness of line and 
low relief are characteristics of hard 
lead. Many skyscrapers, our coun- 
try’s noteworthy contribution to 
architecture, have used hard lead in 
the forms mentioned. For centuries 
lead roofs have adorned palaces. 
cathedrals and state _ buildings 
throughout the world; for such 
monumental structures the superior- 
ity of lead roofing has long been 
recognized. It has provided both 
stateliness, charm and dignity with 
the economy of permanence. It has 
every needed qualification. 

As to the question of price which, 
unfortunately, is often a paramount 
consideration, hard lead is furnished 
at a cost which places it well in 
line with other competing metals. 
Today, due to this fact, hard lead 
roofing is practical for the small 
home as well as major building op- 
erations. Hard lead sheets can be 
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DIRECT-TO-HOME 
Dealer 


Advertising 








January is not a poor hardware month for the dealer 
who capitalizes upon people’s January reading habits. 
Bunting PERSONALIZED Store Papers boost sales 
in January. Their excellent and timely reading 
material provides a perfect setting for the dealer’s 
advertisements. 

A NEW Bunting service, distinctly different from 
anything yet produced, retains the popular selective 
feature which distinguishes all Bunting productions. 


Flexible — Dignified — Interesting 


Bunting selective type of advertising per- 
mits the hardware merchant to choose Ais own 
merchandise and stipulate his own prices. This 
with the full cooperation of nearly two hun- 
dred manufacturers. 

A new, simplified method opens the way 
for aggressive dealers, jobbers and manufac- 
turers to avail themselves of a cooperative sell- 
ing service which for ten years has proved its 
effectiveness for hardware merchants from 





coast to coast. 

Bunting Store Magazines enter the home 
as an interesting and instructive buying guide. 
Complete freedom in the selection of fea- 
tured merchandise is available to the dealer. 


For complete information write... 


The Bunting System 


NORTH CHICAGO, ILL. 








A SERVICE which brings the HARDWARE 
BUSINESS to the HARDWARE DEALER 
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@ At stores where Lowe Brothers products are 
sold, home-owners are going in to see the Lowe 
Brothers Pictorial Color Chart. They are using 
this chart to select attractive color schemes. And 
they are buying paint with which to carry out these 
color schemes! 

The Lowe Brothers Pictorial Color Chart is 
proving to be one of the most effective sales aids 
ever offered to paint dealers. It eliminates all 
guessing about color combinations. In large, 
full-color illustrations, made with actual paint, 
it shows correct color schemes for various types 
of houses and every kind of room. 

If you are not yet acquainted with the Pictorial 
Color Chart and the other effective sales aids 
offered to dealers in Lowe Brothers products, it 
will pay you to get complete information. Write 
us today for full details. The Lowe Brothers 
Company, Dayton, Ohio. 


LeveP Brother 


PAINTS @ VARNIS HES 


Quality Unsurpassed Since 1869 
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MORE uses 
MORE protection 


MORE SALES! 





Stock the oil people 
KNOW and BUY 


3-IN-ONE 


Customers buy 3-in-One without persua- 
sion. They recognize this oil. See it 
advertised regularly. They know it gives 
more protection than ordinary oils, and 
has more uses, because it is specially- 
blended to do three jobs at one time: 
clean, lubricate, prevent rust and 
corrosion. 

This ready acceptance means quicker 
sales and more sales when you stock 
3-in-One and suggest it to every likely 
customer. Carry all sizes to miss no sales. 
Be sure, when you order, to ask your 
wholesaler for the new color displays that 
help sell other merchandise along with 
3-in-One. They’re free. 


3-in-One Oil is offered both in spout 
cans and bottles. All 3-ounce Handy 
Cans now shipped in this colorful 
carton for counter display. 





THREE IN ONE OIL COMPANY 


170 VARICK ST., NEW YORK 





promptly supplied and are obtain- 
able in practically all important 
manufacturing centers. 

Regarding installation, this, un- 
questionably, can be taken care of 
by any experienced sheet metal con- 
tractor. Should any problems arise, 
however, we wish you to feel free 
to call on us. We would be pleased 
to cooperate in connection with 


whatever additional data may be 
required. 

In conclusion, the unquestioned 
permanency of hard lead should be 
the factor in its choice as a roofing 
material. The charming effect of 
the soft gray patina of hard lead, 
unalterable through years, should 
give an added incentive for request- 
ing and specifying hard lead. 





Walter S. Tower's Talk 


(Continued from page 74) 


will be the effects in the long run 
of the recent tendency toward es- 
tablishing producer-owned  ware- 
houses would now be hazardous to 
predict. But looked at in a broad 
way, there are more reasons to be- 
lieve that it will be more helpful 
than harmful to the distributing 
trade in general. Furthermore, it 
seems safe to contlude, from all that 
we now know about the industry, 
that there will always be a consider- 
able majority of the producers 
which are not in a position to con- 
trol or to operate their own ware- 
houses. It probably is true as a gen- 
eral principle that producer-owned 
warehouses are likely to be attrac- 
tive or even practicable only for 
such large producers as have a con- 
siderable range of products to be 
stocked and distributed through 
warehouse stocks. Such producers 
are few in number as compared with 
the total number of units in the in- 
dustry. 

As a final point in this discussion 
of the relations to which both pro- 
ducer and distributor will have to 
give consideration, I should like to 
refer to the much-discussed ques- 
tion of the use of steel in houses, 
including the prefabricated house, 
as it is sometimes called. Although 
it is not yet a subject on which 
there is common agreement, it 
seems to me from the amount of 
interest in the subject and the ef- 
fort which is being put into promot- 
ing the idea of steel in private 
dwellings, and ithe fundamental 
merits of the case, that the steel 
house or prefabricated house is 
bound ultimately to win general 
favor in this country. Whether in 
two years or in ten, | prefer not to 
predict. 

Before that position can be fully 
realized, however, it probably will 
be necessary to make further prog- 
ress in the matter of design. There 
is also unquestionably a great deal 
still to be done in the field of edu- 
cation among prospective home own- 
ers, as well as among architects and 


building contractors. But perhaps 
most of all it is not yet clear that 
anyone has an entirely satisfactory 
answer to the problem of distribu- 
tion. After all, there is little to be 
gained by perfection of design or 
by accomplishment of necessary 
education, if the proper channels 
have not been satisfactorily worked 
out through which to make steel 
for private dwellings or prefabri- 
cated houses readily available wher- 
ever there may be a demand. 

Everyone is familiar with the fact 
that a host of lumber yards or 
building supply dealers is scattered 
throughout the country. It may be 
that those dealers in lumber and 
other building materials, because of 
established connections with archi- 
tects and contractors, could take on, 
as an additional line, steel for use 
in private dwellings or the mate- 
rials for prefabricated houses. That 
does not appeal to me, however, as° 
providing the right answer. There 
is also the group of so-called steel 
fabricators who, for somewhat 
similar reasons, might be thought of 
as possible avenues for distributing 
steel for houses. At the most, how- 
ever, there are not more than four 
or five hundred such fabricators, in- 
cluding even the smallest, a number 
probably totally inadequate, in their 
locations and range of activities, to 
perform satisfactorily the service of 
distribution for general use of steel 
in dwellings. 

One may ask, therefore, whether 
producers must face the question of 
creating new channels of distribu- 
tion or whether the distributors 
which are now handling steel prod- 
ucts may not find in that prospect 
an important source of future busi- 
ness and the basis for new relations 
with the producers of steel of those 
descriptions which will enter into 
house construction. For various rea- 
sons, the distributor of steel prod- 
ucts appears to offer a more logical 
channel for distribution of the pre- 
fabricated house or steel for houses, 
than either the stee! fabricator or 
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“HAND TAILORED” 
HOUSEHOLD TOOLS 


Greetings, 
Mr. Hardware 
Merchant! 


Can you spare me 
twenty-five seconds? 
That's the time it 
wil take you to read 
this brief statement 
about 


ANNIVERSARY 
HOUSEHOLD 
TOOLS 





Dealers tell us they are unusually 
beautiful. 


That makes them ATTENTION- 
GETTING. 


They tell us also that they are un- 
usually well made. 


That builds up GOOD WILL and 
REPEAT BUSINESS. 


PRICES? 


They will surprise 
you when you exam- 
ine the tools them- 
selves and make 
comparisons. And, 
of course, the line is 
complete. 


ASK OUR SALES- 
MAN TO SHOW 
YOU SAMPLES 





Tue Geo. Wortuineron Co. 


CLEVELAND, OHIO 
1829 1935 











“TWAS THE MONTH 
BEFORE CHRISTMAS” 


but even so, Mr. Dealer was ready to 
cash in on the big holiday sales for the 
Bridgeport Official Scout Ax. 


He’s not overlooking the powerful Boy 
Scout market in his town. He knows 
every scout and his family are live pros- 
pects for this safe, keen-edged, one-piece 
steel ax. Retails for $2.00 (in sheath). 
Good dealer profits at $16.00 per dozen. 


*Endorsed as Official Ax by 
“Boy Scouts of America,”’ 


CHRISTMAS TRADE” 


ORDER FROM 
YOUR JOBBER 


The 
Bridgeport Hdwe. 
Mfg. Corp. 


Bridgeport, Connecticut 





* Also unofficially endorsed by every mother 
because the head CAN’T come off. 
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a: Million Satishied am 
Advertise wad EY CHUR N 3 


F satisfied users are truly the 
world’s best Fea ee — no 
wonder nearly 90% of all the 
churns sold by the hardware trade 
today are DAZEY CHURNS! At 
this moment there are well over 
3 million DAZEY users and, judg- 
ing from the thousands of letters 
we have received, few, if any, are 
content merely to enjoy the su- 
perior service of a DAZEY 
CHURN in selfish satisfaction. 
Instead, they become ardent mis- 
sionaries, enthusiastically seeking 
to convert others to this far better 
way of churning. No wide-awake 
dealer can fail to realize there- 
fore, the necessity of having a 
comprehensive stock of DAZEY 
CHURNS always on hand. Espe- 
cially profitable are the electric 
models now that power lines are 
so steadily being extended into rural 
districts. 













to 
10-GALLON 


Hand or 
Electric 
Operation 








SOLD ONLY THROUGH 
JOBBERS AND DEALERS 


DAZEY CHURN & MANUFACTURING CO. #/ 


4301 Warne Ave. 


St. Louis, Missouri 











ON THE OUTSIDE 
LOOKING IN... 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 


The commuter, the farmer, the house- 
wife, all who pass your windows judge 
you and your merchandise by your 
window displays. 


“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 


Don’t neglect your best invitation to 
new and increased business. 








82 





the general building supply mate- 
rial‘ yard. One of the obvious rea- 
sons is the experience which he has 
had in dealing with steel products 
generally. Whether that will be the 
answer to the question of steel 
house distribution seems to me to 
depend largely on whether the dis- 
tributors of steel products are alert 
enough to make sure that such shall 
be the case. 

On the whole, therefore, it ap- 
pears that there are some forces at 
work which taken by themselves 
would tend to weaken the position 
of the distributor, or at least to 
make more difficult, his problem of 
handling some classes of steel prod- 
ucts. There are on the other side, 
prospects which may more than com- 
pensate the distributor for any 
losses that may be realized in the 
old relations. The real question is 
whether both producer and distribu- 
tor will be ready to take full advan- 
tage of the opportunity whenever it 
comes. 


Hubbard's New 
Store Front 


(Continued from page 43) 


devoted to one department. Rela- 
tively few items are usually used 
for the windows, with an occa- 
sional mass or miscellaneous win- 
dow to give variety. This usually 
is a main-floor window, devoted to 
the first-floor departments, which, 
of course, contain, in addition to 
merchandise being especially pro- 
moted at the season, a miscellany 
of smaller items not well fitting 
into other departments but rela- 
tively fast-moving. “Knick- 
knacks,” the store calls the de- 
partment. 

Hubbard’s is up against real 
competition. It is true the general 
trend is toward downtown shop- 
ping in Flint, but one large mail 
order house has established a huge 
store locally, some distance out, 
and in its advertising specializes 
on providing parking facilities. 
Much of the better class trade in 
the territory has been given to 
Detroit, 60 miles away, on major 
purchases; but this new display is 
doing its effective bit toward keep- 
ing this money right in the home- 
town market. The customers are 
expecting the best, and it was 
time, Mr. Wernicke says, to mod- 
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Why you can make 


money on yg — 
y Loma in 1936 





Beeause. again, in 1936 
LOMA launches a strong Advertis- 
ing Campaign to send customers to 
your store. 

... LOMA offers you a fine variety 
of NEW and distinctive Sales Helps, 
including Window Trims, Counter 
Cards, Leaflets, Mats and Electros. 

... LOMA is packed in strong, in- 
ner-lined, moisture-proof bags and in 
well-made canisters — attractive look- 
ing and popularly priced. 

... LOMA offers NEW QUANTITY 
DISCOUNTS on future orders placed 
now for Spring delivery. 

... And last and most important, 
because LOMA is a COMPLETE 
Plant Food of unexcelled quality — 
containing every element required for 
plant growth. (Perfectly balanced for- 
mula on every package). 

Remember, LOMA is“the best thing 
on earth” for lawns and gardens. 


NOTE: Jobbing Discounts available 
for firms doing a wholesale business. 


For full information and prices write: 
LOMA 
61 Broadway, New York City 






Sold exclusively 
by Hardware 
and Horticul- 
tural Dealers. 
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WONT LISTEN TO BISSELL SALESMAN. SAYS WHY DISPLAY BISSELLS 
«ee IF AWOMAN WANTS ONE SHELLASK FOR IT. 














SALESMAN SAYS, OW YEAH? THATS WHY YOU ARE SELLING 
SO FEW BISSELLS PER year! 




















3. Sea 
HEARS SALESMAN TELL HOW LEADING MERCHANTS DISPLAY 
BISSELLS AT HEAVY TRAFFIC SPOTS IN HOUSEWARE SECTION. 














4 


1S GREATLY IMPRESSED ON LEARNING HOW DISPLAYS IN ONE 
STORE TURNED OVER BISSELL STOCK FIVE TIMES IN ONE MONTH * 








5. N : 
LATER 1S GLAD HE WAS PERSUADED TO PUT BISSELLS OUT FRONT. 
MARVELS AT WAY DISPLAYS STOP CUSTOMERS . .. AND SELL BISSELLS | 








6. Aggressive merchants know that Bissell Sweepers sell at 
an assured mark-up without offsetting mark-down. Sell 
because they give the consumer something she wants... 
and needs, Sell because Bissell is the only sweeper backed 
by consistent national advertising ... advertising that 
reaches nearly every worthwhile home in your neighborhood. 
Write today for the complete Bissell story. We have some 
facts that will amaze you. *Actual Sales Fact 


BISSELL CARPET SWEEPER CO. 
Grand Rapids, Mich. 


New York Office and Export Dept., 46 W. Broadway, New York 
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Pigg 


WE DELIVER 


It doesn’t matter what you wish to ship or 
order, Railway Express will rush it at pas- 
senger train speed. Prompt pick-up and 
delivery service in all important cities and 
towns. Low rates. For service or infor- 
mation telephone the nearest Railwav 
Express office. 


ON THE AIR @ TUNE IN 
on the RAILWAY EXPRESS NEWS PARADE 


Every week from the following stations 


Boston, WEEI_ «+ New York, WOR 
* Cleveland, WHK - Chicago, WLS 
St. Louis, KWK «+ New Orleans, 
WDSU « Dallas, WFAA _.« Atlanta. 
WGST «+ San Francisco, KYA « Los 
Angeles, KNX . Seattle, KOMO 
Minneapolis-St. Paul, KSTP « Balti- 
more, WBAL . Omaha, KOIL 


Watch for local announcements 


RAILWAY 
EXPRESS 


AGENCY, INC. 
NATION-WIDE RAIL-AIR SERVICE 

















ernize a store even as well known 
as Hubbard’s in Flint. 

Rural trade is relatively slight. 
The farm trade is negligible, while 
that from the smaller towns sur- 
rounding Flint is more important. 
There are small rural hardware 
stores in the small towns which 
seem to serve the local needs, and 
it is apparently the village- 
dweller, rather than the farmer, 


who patronizes the big town 
stores. 

“Our experience,” says Mr. 
Wernicke, “has shown what a de- 
termined policy of modern mer- 
chandising can do for the store. 
The proof of the pudding perhaps 
is that Mr. Hubbard, who was 
almost unwilling to change a store 
he had known in its old form for 
so many years, is now delighted 
with what has been accomplished.” 





Yale & Towne 


(Continued from page 69) 


Towne Manufacturing Company 
has branched out into the manu- 
facture of many other products, 
in addition to locks and hardware. 
This company is today a leader 
in the design and manufacture of 
various types of materials han- 
dling equipment used in industrial 
plants. Yale Chain Hoists, Elec- 
tric Hoists, Trolleys, Electric 
Trucks and Hand Lift Trucks are 
serving industry throughout the 
world. 

To meet the demands of this 
expansion, other divisions have 
been added to the company in the 
United States. The Sager Divi- 
sion, North Chicago, IIl., manu- 
factures a complete line of Build- 
ers’ Locks and Hardware. The 
Norton Division, Chicago, IIl., 
manufactures Door Closers exclu- 
sively. The Detroit Division, De- 
troit, Mich., specializes in the 
manufacture of locks and acces- 


sories for automobiles. The Phila- 
delphia Division, Philadelphia, 
Pa., makes the Yale line of Mate- 
rials Handling Equipment—chain 
hoists, electric trucks, electric in- 
dustrial trucks, hand lift trucks 
and skid platforms. The Walker 
Vehicle Co. Division of the Yale 
& Towne Manufacturing Co. and 
the Automatic Transportation Co. 
Division, Chicago, IIl., produces 
commercial electric-powered street 
trucks and electric industrial 
trucks. 

To meet the world-wide demand 
for Yale Products, The Yale & 
Towne Manufacturing Company 
has established and is now oper- 
ating plants in St. Catharines, 
Ontario, Canada; Willenhall, 
England; and Velbert, Germany. 
In these foreign plants, the Yale 
standards of workmanship, qual- 
ity and finish are rigidly main- 
tained. 





Are You Ready for Christmas 


(Continued from page 35) 


prestige as a Christmas shopping 
center. The first step is to be all 
set for Christmas business before 
December 1. You may not make 
many sales that early, but the 
more you expose your wares to the 
customers the more you will estab- 
lish them in the minds of the ulti- 
mate buyers of gifts. 

The store staff itself, like every- 
one else, requires about ten days 
to realize that Christmas is ap- 
proaching rapidly. To get the 
staff down to real selling is a step 
to be taken early in the plans. 
They must be kept prompted to 
suggest gift buying early and 


often. It helps get the public into 
its buying stride earlier and adds 
to the general momentum of the 


- Christmas buying spirit. Store 


staffs can add to this general buy- 
ing by talking Christmas when 
out of the store. 

Early shoppers are apt to be 
more particular in their selections 
and patience is necessary in deal- 
ing with them Every consideration 
and interest in their problems 
should be shown, as it all adds 
to the free advertising your store 
gets by word of mouth during this 
month. The sales person who 
shows some enthusiasm for his or 
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STRIKE OUT 
FOR MORE BUSINESS 


NOW! 


USE- 
Lists That Bring Maximum 
Success-To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


We can supply you with 
the following lists :— 


1331 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 
For $12.00 


11554 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 
For $6.00 per M. 


6624 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 
For $6.00 per M. 


15823 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 
For $6.00 per M. 


34001 Hardware Retailers (Complete List). 
For $4.50 per M. 


1040 Department Stores handling Hardware 
and Housefurnishings. For $6.00 per M. 
ALL LISTS ARE COMPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON 3’x5” 
CARDS THERE IS AN EXTRA CHARGE OF 
50c PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 


RATES. 
Ask for Details 
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Direct Mail Addressing Dept. 


239 West 39th Street, New York, N.Y. 














ELECTRICALLY WELDED SPRAYER 
Cn marke 
SEAMS 


ELECTRICALLY 
WELDED 


DOUBLE 
ACTION 
LOCK 





ADJUSTABLE 


NOZZLE CLEANING 


RUBBER 


GRIPS 





\ Ae Ww 
New ‘OPEN-HED Sprayer 


This revolutionary new Brown OPEN-HED 
will sell itself to any man who uses a hand 
sprayer. He will see the advantages of these 
wonderful new features at a glance: 


Electrically-welded seams make it a practi- 
cally seamless, one-piece tank which is then 
coated inside and out with a heavy coat of 
hot galvanize. Result—the strongest, leak- 
proof, easily-cleaned sprayer ever built. Add 
to this the safest, quickest, easiest pump lock 
ever introduced, the 5” Tank Opening, the 
Swivel Nozzle, and you have an outfit no 
experienced man can resist, 


When he asks the price and finds that it costs 
no more than an old-fashioned model, the 
sale is certain. 

Here is a profit line. Write today for booklet 
and prices. Be ready to cash in on this re- 
markable new sprayer that will bring you 
nothing but profit and satisfied customers. 
For sale by jobbers everywhere. If your 


jobber cannot supply you, write us for name 
of our jobber in your locality. 


The E.C.BROWN CO. 


750 Maple St. Rochester, N. Y. 


Makers of Sprayers of all sizes and kinds from 
Atomizer to Wheelbarrow type 
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Amazing 
stock 
turn. 


makes Silex 
your 
Xmas opportunity 


Stores are reporting sales in a month ex- 
ceeding the entire previous year. They are 
putting big promotional efforts behind 
Silex . . . because Silex brings the volume. 


How the Leader 
brings bigger profits 


Silex is one glass coffee maker that stands 
hard, everyday service. Silex, with a 27 
year background, has proven dependable. 
Sell Silex . . . and it stays sold. 


guaranteed 
*Pyrex brand glass 


assures permanent profit 
Instead of coming back with troubles, cus- 
tomers come back with friends . . . with 
additional sales for you. Order and pro- 
mote Silex now. Use the... 


New dealer helps — FREE 






$2.95 


at retail 


FALEX 


eede Mart Reg U.S Pet OF 


THE ORIGINAL GLASS COFFEE MAKER 
EX CLUSIVE FEATURES OF SILEX ARE 
COVERED BY MORE THAN 30 PATENTS 


The Smart Way To Make Coffee 


Ride the Winner by 
Mailing Today 


aes ewe ewe ne =e ee TO aera eee 
THE SILEX CO., Dept. HAI! 
Hartford, Conn. 

Without cost or obligation, please tell me how I can 


“make bigger profits this Christmas season with Silex. 
Also tell me about the new, free, dealer helps. 





her customers’ problems as well as 
for the new merchandise will have 
a better list of sales to total than 
the one who merely waits on cus- 
tomers. Good handling of early 
shoppers and “just lookers” will 
result in many day-before-Christ- 
mas sales. Don’t underestimate 
the early shopper and looker. 
The lay-away system has been 
successfully used by many stores 
and continues to be popular. Some 
stores have contests among their 


| salespeople to produce the most 


lay-aways. It creates an early in- 
terest in Christmas selling. 

If you do not use full illumina- 
tion of store and windows at any 
other season of the year, do so at 
Christmas time. Nothing gives a 
store more of an advantage than 
bright, cheerful light, and nothing 
so surely kills business at Christ- 
mas time as dim and sales smoth- 
ering half-light. Your merchan- 
dise steps up 100 per cent under 
bright lighting. Plenty of white 
decoration along with your reds 
and greens helps to reflect light 
and adds to the cheer. Light up 
the windows early and give people 
every opportunity to see the mer- 
chandise. 

Gift boxes are almost impera- 
tive, particularly when using regu- 
lar lines. They add immeasurably 
to the sales probabilities. Many 
items that do not suggest them- 
selves as gifts do so immediately 
they are placed in a suitable pack- 
age. In many instances a roll of 
paper having Christmas designs 
upon it will serve the purpose 
nicely, but try to present as many 
items as possible in their advan- 


tageous Christmas background. 

Records of everything you do 
in your Christmas planning will 
serve you well next season. It is 
easy to forget from year to year 
and records of the success or fail- 
ure of various methods will help 
greatly in planning your next sea- 
son’s purchases. 

Make a list of everything in 
your store that can possibly have 
an excuse to appear as a Christ- 
mas gift suggestion and use that 
list in planning window displays 
and advertising. It will prevent 
your overlooking anything. 

Highly seasonable merchandise 
like sleds, skates and tree lighting 
outfits must be watched closely. 
By making a stock record of all 
the different numbers and sizes 
you will be able to watch the prog- 
ress made. Have the stock counted 
at frequent intervals and place 
some extra effort on the slow sell- 
ing items. Records of this kind are 
a great help in making your pur- 
chases the next season. You can 
tell from these just what the peo- 
ple want and what they want to 
pay. 

When you think it all over, the 
promotion of Christmas sales does 
not differ a great deal from your 
spring sales or any other season 
of the year. Stores of every kind 
are on their toes and are going 
after business as hard as they can. 
If you expect to get anywhere you 
must blow your own horn just as 
loud as they if you expect to be 
heard. A few hours spent in work- 
ing out a plan of action will do 
wonders for any store, large or 
small, provided it is followed. 





The Social Security Program 


(Continued from page 40) 


any other State or political sub- 
division, or by a religious, char- 
itable, or scientific body, are exempt 
from the provisions of the Act. The 
tax is based on the employer’s pay- 
roll, regardless of the amounts paid. 
The tax will become payable on and 
after January Ist, 1936, and the rate 
of the tax or contribution is one per 
cent of the payroll for 1936, two per 
cent for 1937 and thereafter three 
per cent. As a matter of conveni- 
ence, the tax may be paid in 
quarterly installments, if desired. 


Against the amount of the Federal 
Tax, the employer may credit the 
amount paid the State Unemploy- 
ment Insurance Fund, but this credit 
is limited to ninety per cent of the 
amount of the Federal tax. 

The administration of this vast 
social program is given to a body 
designated “Social Security Board,” 
of which the Secretary of the Treas- 
ury will be the fiscal officer, and 
through the Bureau of Internal 
Revenue, the Secretary of the Treas- 
ury will collect and administer all 
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Cash in on 


Coleman 
Gifts for Christmas 


Coleman Gasoline Pressure Products and 
Electric Appliances make ideal Christmas Gifts. 
They are always good holiday sellers. They 
offer extra sales and profits. It will pay you 
to feature them in your Christmas selling and 
advertising efforts. 

Coleman Products make useful gifts. They 
have beauty, utility and quality. They are gifts 
people enjoy giving and receiving. 

Stock and sell Coleman Gifts. Write your 
jobber or the nearest Coleman office for prices 
and retail sales helps. 

THE COLEMAN LAMP AND STOVE COMPANY 


Home Office and Factory ~ “hy Branches: Chicago, Ill.; 


wicnara, Kansas” 3g = pak Eo 






Coleman | 
Lamps ¢ 


== New Kerosene 
Mantle Lamps, New 
Gasoline Pressure 
Models Priced as 
Low as 
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oleman Electro-Brew 
tomatic Coffee Maker 
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Model 242A 


Model 228B : 
se Light- ey ioe 
. t ’ 
ing Lantern Model 6F Camp Stove Coleman “Treasure- 


Chest” Automatic , 























Toast Oven 
Papa ~ 
f b hes 
Coleman Auto- 
Model 5A Model 4A —_ Waffle 
Radiant Heater Self-Heating Iron _ 





(Fj, 3% Built for MORE YEARS 
|. 2 of BETTER SERVICE 


Performance talks turkey every month of the year. 


Regardless of what others may do, we continue to build Myers Self- 
Oiling Power Pumps for more years of better service. 


Our quality standards speak for themselves in excellence of materi- 
als, superiority of construction, outstanding improvements and fine 
finish. Our style and size range is widely 
\ diversified. Our prices are exceedingly 
J favorable. 


With this splendid combination of support, 
sales are satisfactory and profitable. Our } 
new catalog is ready. Ask for a copy J 
of it. . 


Tz F.E.MYERS & BRO. co. 


ASHLAND, OHIO. Pr 
PUMPS-WATER SYSTEMS-HAY TOOLS-DOOR HANGERS - 
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SHEFFIELD ANNOUNCES 


A sensational new idea in var- 
nish that will click with every 
housewife and handy man in 


America 


NU-WAY 
VARNISH 


1. Applied with a cloth 

2. Made from Bakelite 
3. Impervious to 
alcohol, acid, water, 
strong soap or hot 
. liquids 












4 
q 


to meet every need 


NU-WAY Varnish is not a polish, not a wax—but a 
fine quality varnish. With it varnishing becomes 
almost play—so easy a child can apply it. 
2 hours with a hard, glossy surface. 
and Bakelite gives it longer wearing qualities. 
4 sizes—retailing for 20c, 35c, 65c and $1.20. 


. .- and a bang up moving display that 
can be operated anywhere in the store or 
windows—without electricity. 


This beautiful 30-day action display (operated by 
dry cell) is given FREE with a small assortment. 





Get NU-WAY VARNISH from your jobber NOW ! 


SHEFFIELD 


BRONZE POWDER & STENCIL CO., INC. 
3000 Woodhill Road, Cleveland, Ohio 


Moless of: 3- oe Floor Cleaner, pA nned Filter 

U-WAY Liquid Bronzes in G Vials. 
po ej B. “Kleen. A-Brush, Iron ‘Bnemel. 
Oi Colors—Tubes or Cans, and Iron Cement. 








matters in connection therewith. No 
doubt there will be changes and 
rulings, for this will be a new ven- 
ture in Governmental activity, and 
it will require constant supervision 
and counsel. For instance, the ques- 
tion will arise “WHAT ARE 
WAGES?” Wages may include 
bonuses as well as basic wages. It 
may include commissions paid to 
salesmen, commissions on insurance 
policies. It may even include “tips” 
where compensation for services 
are not regarded as gifts. 
Christmas gifts should not be in- 
cluded, but where the distribution 
is in the nature of profit-sharing 
bonuses or fixed percentages on the 
yearly wage, it may be regarded as 
wages. This is just one field for 
many interpretations and rulings. 
You must now clearly allocate all 
payments made to your employees. 


Your State Act 


Many States have now enacted 
unemployment insurance laws. They 
may differ in plan, but all are simi- 
lar in their purpose and intent. New 
York enacted its Act on April 25, 
1935, and is known as Chapter 468 
of the Laws of 1935. You must 
consult the statute of your State and 
familiarize yourself with its specific 
provisions, but the New York law 
will serve as a basic guide on the 
subject. 

The rate of the tax or contribu- 
tion (in New York State) is one 
per cent of the payroll for 1936, two 
per cent for 1937, and three per cent 
thereafter. This applies to all em- 
ployers, and no credit is given em- 
ployers with good employment rec- 
ords, which however is a result de- 
sired under the Federal Act. How- 
ever, investigation is suggested, and 
subsequent legislative enactment 
may occur in this direction. 

Under the New York Statute, we 
find every employer of four or more 
within each of thirteen weeks in the 
calendar year 1935, subject to the 
Act, so if you employed four or 
more in 1935,-but only two during 
1936, you are still subject to the 
Act, unless specifically exempt by 
the findings of the Industrial Com- 
missioner. This Act also uses the 
words “four persons”—not four em- 
ployees. There is room for a broad 
interpretation. Persons employed 
by any helper, assistant or manager 
are included as employees. 

The employer is also liable for 
the payment of the contributions or 
tax on the wages paid to all em- 
ployees of a subcontractor, and must 
include such as his employees, un- 
less the subcontractor accepts sole 
responsibility for his employees 


under an agreement, approved by 
the Industrial Commissioner. All 
employees within the State, although 
employed in different places or es- 
tablishments, must be treated as em- 
ployees of a single employer, and 
when the employer has once come 
under the Act, his obligation con- 
tinues even though he no longer 
meets the classification, until he has 
been removed by action of the In- 
dustrial Commissioner. 

From the payroll total there 
should be deducted such amounts 
as represent payments of wages to 
all non-manual employees who are 
paid at the rate of more than $50 
per week or $2,500 per year, and 
such amounts as were paid to per- 
sons engaged as farm laborers, the 
wages of spouse or minor children, 
and, non-residents whose work is 
outside the State. 

Under the State Act, the payroll 
for 1936 has been fixed as the basis 
for the contribution, which will not 
be payable before March Ist, 1936, 
but the Industrial Commission has 
been given authority to fix the man- 
ner, method and time of payments. 
Every employer must now keep a 
detailed record of his employees, 
their number and wages paid, and 
period of their employment. Any 
advances for expenses must be kept 
as a separate item and carefully 
designated. Sworn statements are 
required and records must be shown 
for inspection when requested. Also 
remember, that the contribution or 
tax cannot be paid by the employee, 
and any agreement so to do is 
invalid. 

Employees will be eligible to re- 
ceive the benefits from this Act 
after January Ist, 1938. If an em- 
ployee should lose his position and 
if he has been working for at least 
three months in the preceding year, 
he will be entitled to insurance pay- 
ments after a three-week waiting 
period. These payments will amount 
to one-half of his regular full week’s 
salary, but in no case more than 
$15 a week or less than $5. How 
long he will continue to receive these 
payments will depend to some extent 
upon how long he has been employed 
in the previous year, but if working 
for more than eight months he will 
receive insurance benefits for as long 
as sixteen weeks in any annual 
period. If the employee is a man- 
ual worker he will be covered by 
insurance no matter how high his 
pay, but if he is not a manual 
worker, he will not be eligible for 
insurance unless he had been re- 
ceiving $50 a week or less. Nor will 
he be eligible if he works in an 
establishment employing fewer than 
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THERE'S A 





UNIVERSAL 
TO FIT THE JOB 
frm, the, small dependable Ternes DOOR CLOSERS 


laboratory work up to the big sturdy 
Turner Master Blotorch for the exacting 
demands of professional mechanics. 
Turner presents a complete line of 
torches for every purpose. There are 
models for the home work shop, the 
farmer, the automobile mechanic, 
the plumber, 
the linesman, 
the electrician, 
the master me- 
No. 4, capacity % chanic—in fact, 
pint, fully automatic, there’s a Turner 
list price $1.60. designed to best 
do every kind of work. 








And regardless of the model or 
type, each Turner Blotorch is care- 
fully and substantially made and in- 
dividually fire tested before it leaves 
the factory. 





Every torch, large or small, has 
Turner’s reputation and experience No. 206A, capacity 1 


. : quart, mechanics’ fa- 
of over 60 years behind it. can tee nee Gh 


Order Turner Blotorches by name from you jobber. P owerful l ‘oe F iffic. zent aes 


"TURNER BRASSWORK 
eat 2! PROFITABLE 


Sycamore, Ill., U. S. A. 

The dealer who is stocking and selling Ilco 
Universal Door Closers knows that this prod- 
uct has built up good will and satisfied cus- 
tomers for him. He is aware that he is hand- 
ling the most outstanding door closer on 
the market. { 

















Tell Your Customers 










These Ilco advantages appeal to him: 


1. Operates either right or left hand doors 
without reversing parts. 

2. All parts are built with power, size and 
strength to —_ Non-breakable steel top 
cap—patented steel combination packing 
nut. 

3. Double adjustment of closing and 
checking speeds makes it simple to adjust to 
any draught condition. 

4. Stays adjusted and is built to give years 


Product’’ 


Customers know through ex- 
perience and advertising that 
Turners put tougher, heavier 
fabrics in their products. 
Turner products have best 
satisfied the public for nearly 


20 cone, of satisfactory service. 
Take advantage of the opportunity to se- 
GLASS CLOTH cure extra sales this Fall with Ilco Universal 
The original . . . still unequaled for strength and quality Door Closers. You will find the prices right 
.. . gives the most service per dollar. and the product good. 


CRYSTOL FABRIC 


Considering products near the price, it’s far in advance in 


ade 9 and Names of Jobbers in Your Territory (1(0 | N D E Pp E * D E y T 
< ZA 
TURNER BROS. || Biieeemen Sle Ge Ut) 


Bladen, Nebr. Wellington, Ohio LOCK PROTECTION Fitchburg, Mass. 
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“a pack -OF- $x’ 
< Sales Carton 


Master Jock (. 


Wokda largest ade TINTS 
Vadlock Manuf actwwns 


Milwaukee, Wis..U.S.A. 








four persons, or if he is a farm or 
domestic worker, or is employed in 
some charitable or other non-profit- 
sharing organization or institution. 

The benefits are calculated on the 
basis of one weekly benefit for fif- 
teen days of employment during the 
preceding fifty-two weeks, but in no 
event shall an employee be entitled 
to more than sixteen weeks of full 
benefit. 

Should a person entitled to these 
benefits refuse suitable offer of em- 
ployment (and he must register and 
be available for re-employment), he 
forfeits his rights to payment of the 
benefits. Special provision is made 
for seasonable or part time em- 
ployees. The benefits are not as- 
signable and many safeguards are 
imposed in an effort to make the 
plan workable. 

It is very important therefore for 
the business man to consider the ef- 
fect of these new taxes. For in- 
stance, contracts made today should 
contain some provision to afford 
protection from any expense there- 
after to be imposed by reason of un- 
employment insurance and old age 


pensions. If you are making con- 
tracts for future delivery, you will 
probably wish to insert a provision 
for the purchaser to pay any assess- 
ment which may affect their produc- 
tion cost. You should be consider- 
ing advances and expenses allowed 
to salesmen and other employees, 
and you should consider a future 
record-keeping system that will show 
the different divisions of payrolls 
from which various assessments will 
be computed. It is therefore of the 
utmost importance to stabilize your 
employment now in such a way as 
to secure whatever reductions may 
be afforded. 

This has been merely a brief re- 
view. As amendments, rulings and 
decisions further construe these stat- 
utes, we will furnish further com- 
ment and data. 


(Editor’s note:—Please note that Mr. 
Flamman stresses the need of our read- 
ers studying the specific provisions of 
existing or pending social legislation 
in their own states. He uses New York 
State as an example but it must not 
be considered as necessarily being a 
precise parallel of laws in other states. 





Thoughts on the Recent Convention 


(Continued from page 46) 


built up by old men. They are 
all the result of extraordinary in- 
telligence and energy of young 
men. So, with all affectionate re- 
gard for my old friends in the 
hardware business, my hope for 
the future of this business is in 
the young men, the oncoming 
generation. 

If they can’t get rid of some 
of the old-time hardware rugged 
individualism, if they can’t learn 
how to organize and how to co- 
operate, then as the years pass 
by those who study the indepen- 
dent wholesale and retail hard- 
ware business will see this business 
shrink year by year, and finally 
pass away. I mean by that, that 
their competitors who are not 
thinking in terms of how things 
were done 25 years ago, but who 
are thinking in terms of today, 
will take the business. 

There is a story I read years 
ago that has always remained in 
my memory. It seems when the 
Roman Empire was organized 
they set up stone posts at the 
farthest ends of all their terri- 
tory. On these posts was writ- 


ten the word “terminus.” They 
indicated the extent of the Roman 
Empire. Now when Rome fell 
into her last decline, the Goths 
and Vandals, the barbarians from 
the North as they marched down 
upon ancient Rome, pulled up 
these stone posts and carried them 
farther and farther into the Ro- 
man Empire. Then they set them 
up again. They were, therefore, 
the boundaries not of how far the 
Roman Empire extended, but of 
how far the barbarians had pene- 
trated into Roman territory. 

To me, the time is at hand, and 
is ripe when the young men in 
the hardware industry should take 
charge. The “terminus” posts of 
the hardware business in the past 
25 years have been moved by the 
outside barbarians (the mail or- 
der houses and chain stores) far 
into the territory of the hardware 
business. Are these barbarians to 
enter “Rome” itself, or will the 
younger generation of hardware 
men develop courage and leader- 
ship? Will they take hold and 
again move these posts back to 
where they were? 


HARDWARE AGE 











————_—_$..—— 





me 


_ 
. 


a aS ae OS OD 





HORSE AND MULE SHOES 





Sport Shoes for Trotters, Pacers, 
Runners, Polo Ponies and Saddle 











PHOENIX 


“PHOENIX MEANS QUALITY” 


Horses 





JUNIATA 


“THE SHOE WITH THE REPUTATION” 


HORSE AND MULE SHOES 











Powers Rubber Bar Shoe 
Made Also in Open Style 


BULLDOG, JUNIATA, SWEETS and 
AMERICAN CALKS 


Sold on an Established Policy Through Regular 
Trade Channels 


PHOENIX MANUFACTURING COMPANY 


Chicago, IIl. Successors to Phoeniz Horse Shoe Co. Catasauqua, Pa. 
Complete Line of Chain Hooks “Our products are manufactured in the United States of America by Highest Grade Drop Forged 
and Cold Shuts Union Labor.” Products 





LARGEST MANUFACTURERS OF HORSE AND MULE SHOES AND CALKS IN THE WORLD 








STAR 


M@LY 


Sell the hack saw blades that need no introduction. 
Good mechanics know Star “Moly” hack saw 
biades—power and hand—stay sharp longest, cut 
fastest, therefore cost less. These are reasons 
why Star outsells all others. 


Star hack saw blades are sold only through Hard- 
ware and Mill Supply Distributors. 


SON BROS., INC. 


MIDDLETOWN, N.Y. 
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VICTOR TRAPS 
ARE 
PROFIT BUILDERS 


For Three Reasons 


1. They are well made of the right steel for a hard job. 
2. They enjoy the biggest demand. 
3. The trap buyer needs accessories which you sell. 


A PLAN! IMPORTANT! 


It will bring trap- Because trappers 
pers into your store = ow _—, fs ad 
repeatedly all sea- gah iexagtiesne A 

= = toes, the new 
son. Write or wire 2 VICTOR Stop-Loss 
your wholesaler for Guard is meeting a 
details. run-away demand. 





Fur prices justify your featuring traps to step 
up sales of other products as well. 
Order today from your wholesaler. 








ANIMAL TRAP CO. OF AMERICA 


The World’s Oldest and Largest Manufacturer of Animal Traps 


Lititz, Pa., & Niagara Falls, Ont. 
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Perfect . 
boa a gon-Mesh Netting 


factory 
Neater; more ltry Net- 
U.S. uence reeaotaeed 


Netting, it en- 

rant EVERY demand 
of your trade and —_ os 
phase of competition. 


POULTRY 


INDIANA ee 


NDIANA 


ing quali 
make it 

Wi poultry uses- 
oat Jobber or write direct! 





&-~ WIRE foaok 











The Instalment Service Charge 


(Continued from page 47) 


tion for him to meet his com- 
petition on charges—but he han- 
dled his own nationally-known 
brands in all merchandise, and 
was an expert salesman. 

The price which he constantly 
mentioned to his customer was the 
cash price. He did not conceal 
the fact of a carrying charge, but 
he referred to it so casually and 
so lightly that it became no sales 
obstacle. 

There is a second method of 
“Selling” the carrying charge 
which should be used far more 
widely than at present. This con- 
sists in the offer, at time of sale 
(or on objection to charge), to 
remit the carrying charge entirely 
if payment is completed within 
two months. Most consumers are 
optimistic. With the opportunity 
to cancel the charge at a future 
date, they will view its amount 
less severely. In extension of the 
principle, the offer can be made 
to remit at any time upon pay- 
ment of purchase price in full, 
the cancelled amount being that 
of carrying charge for the remain- 
ing period of the contract. 

It sometimes becomes necessary 
to explain the carrying charge, in 
particular that compensation for 
use of money is only one thing 


covered by it. Bookkeeping ex- 
pense, credit office employees, | 
office supplies, credit leases of one 
kind and another, all must be 
covered by it. The suggestion, “If 
you can borrow money at your 
bank, and pay cash for the entire 
purchase, by all means do, but 
most people do not find it con- 
venient to do that, and really do 
not object to the carrying charge, 
which gives them the use of the 
goods months before they would 
have them if cash payment was 
required.” 

The frank statement that the 
store makes no profit on the car- 
rying charge—renders instalment 
service at approximately cost— 
may be helpful. 

The manner in which an in- 
stalment purchase is explained to 
the customer may draw attention 
away from the instalment service 
charge. To return to the trans- 
action mentioned earlier in this, 
the credit man may explain: 

“The price is $100 cash, or on 
six months’ terms, you pay $25 
down, and make payments of 
$12.90 per month for six months.” 

Good salesmanship will over- 
come all the obstacles the carry- 
ing charge may produce. 


(All Rights Reserved, Bartlett Service) 





Southern California Convention 


(Continued from page 67) 


The address of Mr. Guilfoyle was 
on the topic “No More Secrecy.” 
The work of the association’s trade 
relations committee in improving 
relations between dealers and 
wholesalers was reviewed. He said 
that 100 per cent cooperation had 
been afforded by hardware jobbers, 
who have at the committee’s request, 
discontinued serving at wholesale 
more than 180 former accounts and 
have removed catalogs from 106 
points, at which they were not serv- 
ing the best interests of retailers. 

Other similar problems were also 
discussed, and following this, Mr. 
Guilfoyle devoted the major part 
of his address to a detailed expla- 
nation of the purpose and operating 
methods of the American Institute 
of Fair Competition. In bringing 
his talk to a close, he urged dealer 
members to give the Institute their 
whole-hearted support, saying: 


“Hundreds of retailers and job- 
bers in the United States have 
commended the plan and pledge 
their whole-hearted support and 
this appears to be the greatest 
forward step that has been taken 
toward correcting the evils in com- 
petitive selling. If Southern Cali- 
fornia hardware jobbers and re- 
tailers approve the sales policies 
upon which licenses are granted 
and insist upon buying goods which 
bear the Institute label then the 
future of the American Institute of 
Unfair Competition is assured and 
this will bring the grand total of 
manufacturers operating under the 
license to include practically all 
our friends and cooperators and 
perhaps leave only as non-members 
and non-subscribers those manufac- 
turers whose prices and policies 
have been prejudicial to the best 
interests of profit and fairness plus 
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Display Unit Contains 
20 Pot Cleaners 


Made of Best Grade 
COPPER— 
Made In America 


Wholesale Cost 
20 Pot Cleaners $1.00 


Retail Value $2.00 


1-Display Rack FREE 
!-Display Card FREE 


Terms—— 
Cash With Order 
“Money Back Guarantee” 


Mail All Orders 
Direct to— 


FLOMAC PRODUCTS 


431 S. DOCK STREET 
SHARON, PA. 














° ON THOUSANDS 
OF GIFT sts oe 












THE NEW SHELBY AIRFLOW 


Shelby Bicycles—always in big demand at Christmas 
time—are headed for even greater sales this year. 
There’s no getting away from the fact that the clean 
cut streamlining and complete equipment of the new 
1936 Shelby Airflow does appeal to folks shopping for 
a gift bicycle. Write for complete details. Be ready 
for the BIG selling season ahead. 


The Shelby Cycle Co. 
Shelby, Ohio 
Western Office and Assembly Plant 











NOW’S THE TIME 
Hunters Want These 


THIS is the month to sell Hoppe’s 
Gun — Supplies—and sell 
PLENTY 


HOPPE’S Neo. 9 


removes bore leading and metal foul- 
ing, prevents ST. In famous 
brown bottle, at a popular price. 


HOPPE’S Cleaning PATCHES 


of canton flannel. Five round sizes, 
also new strips for shotguns. In at- 
tractive cartons 25¢ retail. 


HOPPE?’S Lubricating OIL 


Pure, light, penetrating — specially 
refined for gun actions. Won’t gum. 
Ample 3-oz. handy can 30¢ retail. 
1-o0z. trial can, 15¢. Fine oil, too, for 
FISHING REELS, all light mechan- 
isms, and useful ’round the house. 





Check up your Hoppe’s 
stock NOW and order the 
items you’re short of. Be 
sure to stock Packs. Your 
Jobber will supply you 
promptly. For Free Gun 
Cleaning Guides for your 
customers write us— 





Here’s the BUY lots of 
hunters want—Hoppe’s 
Gun Cleaning Pack. Con- 
tents, 1 bottle No. 9, 1 can 
Oil, 1 tube Gun Grease, 
each full size; some patches 
and Gun Cleaning Guide. 
Retail, $1. Display it! 


FRANK A. HOPPE, Inc. 
2314-A No. 8th St., Philadelphia, Pa. 
NEW YORK: Ed. W. Simon Co., Inc., 

302 Broadway. 
LOS ANGELES: H. L. Bowlds, 
108 West 2nd St. 





1011/2 S. Los Angeles St., Los Angeles, Calif. 
TWO: 
TRIGGER 


Gibbs = 


with its escape-proof Leg and Body Grip was an original 
Gibbs creation and has proved to be the World’s most effi- 
cient and most successful Trap for Trapping Muskrat and 
Mink. As yet, there is no substitute matching Gibbs 
Two-Trigger efficiency. 


Merchants who stock and display Gibbs Two-Trigger 
Traps enjoy profitable sales, plus consumer satisfaction, 
plus store prestige for selecting quality merchandise. 

FLAT STEEL 
< JAW 









No. 1920 Gibbs Two-Trigger 


May we send you complete catalog illustrating and de- 
scribing the most complete line of traps and trapping ap- 
pliances obtainable. 


W. A. GIBBS & SON, INC. 


250 PRICE ST. CHESTER, PENNA, 
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MR. 
RETAILER :— 
Watch; 


—for coming 
advertising 
in space 
carrying this 
border; 

—announcing 
merchandise 
produced with 
probably the 
country’s great- 
est length of 
experience; 
















Tue “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He’s at your 
service! 
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| ethics in the distribution of hard- 








ware. 

“Let hardware retailers make sure 
that their hard-earned money or 
capital is being invested in mer- 
chandise or goods produced by a 
manufacturer who is fair, non-com- 
petitive, and who has given you 
equal cooperation in price, service 
and other conditions of sale.” 

Twenty-five manufacturers and 
wholesalers had displays in an ex- 
hibition staged in conjunction with 
the conference. These exhibitors 
were the hosts at the banquet. 

At the afternoon session the chair- 
man was Marion Hammersley, sec- 
ond vice-president of the association, 


and at the banquet and meeting 
which followed the honorary chair- 
man was George W. Green, N.R.H.A. 
director, while the toastmaster was 
Robert H. Westbrook, first vice- 
president of the association. 

-The committee of arrangements 
was composed of local dealers, with 
Wadham Gazlay as chairman, and 
the following members: Hayden 
Robertson, banquet; Rube Levy, ex- 
position and fair; Claude Bullen, 
registration; Paul Arnold, entertain- 
ment; Mark E. Young, hotel ac- 
commodations; A. W. G. Treasis, 
reception; P. H. Davenport, asso- 
ciate, and J. V. Guilfoyle, managing 
director. 





Ingersoll Gearless 
And Chainless Bicycle 


The Ingo-Bike, manufactured by In- 
gersoll Steel & Disc Co., 310 South 
Michigan Ave., Chicago, is chainless, 
gearless, without pedals, and it is stated, 
has a speed range of from 10 to 20 
miles per hour. Ingo-Bike is propelled 





| by raising and lowering the body. Ac- 
cording to the manufacturer it is easy 
to operate, free from mechanical 
troubles, has exercise value, doesn’t 
tire muscles, gently reduces overweight 
and develops body grace and balance. 
One size and model of wheel may be 
used by either sex and all ages from 
six years up. The suggested retail sell- 
ing price is $24.75 East of the Rockies. 
Discounts given to the trade. 


Weed Chain 


| Sales Helps 





The complete kit of Weed Chain 
Sales Helps that American Chain Co., 
Inc., Bridgeport, Conn., is furnishing 
to all retail outlets handling Weed 
Chains contains a set of three large 
on-the-window Display Posters featur- 
ing “Go and Stop in Safety with Weed 
Chains”; a poster on Weed American 
Bar Reinforced Tire Chains; two small 
window srteamers suitable for island 
display cases; Price List Wall Chart; 


consumer folders; a complete catalog 
of the entire Weed chain line; and 
a lapel button reading “Need Weed 
Chains?” to be worn by the salesman. 
In addition, outside display signs may 
also be obtained. Available from Weed 
chain wholesaler or direct from sales 
promotion department of the company. 


Noma Christmas 
Light Sets 


Set No. 106 is made up of old- 
fashioned drip candles of various col- 
ors. Equipped with 15-volt T-3% 
Mazda lamps. Length ‘of wire, overall, 
13 ft. Berry Beads for fastening each 
candle light to the branch and Add-on 
connector for connecting additional light 
sets. Packed in attractive colorful 
book-like box. No. 105 Mickey Mouse 
sets have 8 bells furnished in a differ- 
ent pastel color and depicting in five 
attractive colors, 8 different animated 
pictures of Mickey Mouse and _ his 
friends in typical Walt Disney situa- 
tions. Complete with C-6 15-volt 
Mazda lamps. Said to be durable and 
non-inflammable. Standard packing 
25—weight 30 Ibs. Noma Electric 
Corp., 524 Broadway, N. Y. City. 
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Sell Them 
by the set 


AIR METER 


TRADE MARK 


GLASS VENTILATOR 


Easily installed, slides in and out of 
gre sved brackets, gives ample fresh 
air, keeps out 
rain or snow. 
An all-year 
DOLLAR sel- 
ler with a 
profit-margin 
of 


—- SS hlUcLrCrerhlC O™mhUrL]D.UCP!™COUtC“‘i‘SSS 















Today’s 
Leader 
DEMONSTRATOR 
DISPLAY FREE 


Your Jobber 
Can Supply You 


























Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 





It isn’t hard. Every mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 

its are the only bits that are not dependent on a center or a 











Forstner B: 
level to de them. They f the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 





The Progressive Manufacturing Co. SCREEN COMPANY 


TORRINGTON, CONN., U. S. A. Patented Sept. 17, 1935, 
No. 2014974 Detroit, Michigan 








95 


NOVEMBER 7, 1935 











ARMSTRONG 


SOCKET WRENCHES 





“Drivelock’’ for 


Sales 


Chrome - Vanadium pe 
Steel Sockets rop 
forged Ratchet eer. 
Chrome plated and 
sold singly or in sets in 
fitted cases. Here is a 
line of removable socket 
wrenches that meets every home, automotive and 
industrial need. 
Eaclusive to this line is the ‘‘Drivelock,’’ the out- 
standing advance in socket wrench design. With a 
quarter turn the socket is locked to the driver or 
the driver to the ratchet—prevents sockets from 
falling or working off, still makes them readily 
removable. 
Take ARMSTRONG Socket Wrenches every time. 
It’s the line that needs no ‘‘fill-ins’’—ARM- 
STRONG quality and ‘‘Drivelock’’ features insure 


sales. 

ARMSTRONG BROS. TOOL CO. 
Write Tool Holder People” 
for 314 N. eanaee Ave., Chicago, U. S. A. 


Catalog New York Sales Office: “109 Lafayette Street 








BELLS BUZZERS 


TRANSFORMERS 


SIGNAL Bells, Buzzers and Trans- 
formers are widely known for their 
high quality and low price. The bells 
are available in 244”, 3”, 4”, 5”, 6”. 
and 8” sizes, single and double coil. 
SIGNAL also offers a complete line 
of skeleton and weatherproof bells. 
If your jobber does not stock Signal 
bells, buzzers, and transformers, write 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigan, U. S. A. 


IN PRINCIPAL Cl 

















How's the Hardware Business ? 


(Continued from page 66) 


Savings bank Christmas clubs 
in fourteen states this year will pay 
out a total of $37,814,223, according 
to the National Association of 
Mutual Savings Banks. This figure 
is $4,388,304 higher than the 1934 
total. The number of accounts in- 
creased 125,599 to 946,496, and the 
average account was $39.95. 


+ + 


Among currently active lines, 
there is frequent mention of stoves, 
radios, furniture, kitchen wares, 
electrical appliances, automobile 
winter accessories, and toys—espe- 
cially wheeled toys, sleds, ice skates 
and games. Some toy factories are 
sold out for the season, and a short- 
age in these lines is certain. The 
fall demand has been slow in start- 
ing on axes and choppers’ tools, but 
there is compensating activity in 
many builders’ and household tools, 
and largely of the better qualities. 
Warm days in October slowed up 
sales to a certain extent on cold- 
weather items, but hardly enough to 
affect the outlook for the complete 
season. A few of the larger de- 
partment stores indicate October 
totals about ten per cent ahead of 
last year’s, and it is probable that 
average retail hardware sales are up 
that much, or more. The Christmas 
influence will be making itself defi- 
nitely felt from now on, for a sub- 
stantial number of stores have pre- 
pared to open their toy and gift de- 
partments early. 

+ + 


Substantial gains in the de- 
mand for harness were reported re- 
cently at a Chicago regional meeting 
of the Saddlery Manufacturers As- 
sociation. J. W. Brownlow of 
Springfield, Mo., chairman of the 
group, reported. harness sales in 
1934 totaled $15,000,000. He pre- 
dicted higher prices, because of in- 
creased demand and a smaller sup- 
ply of hides. 


- =. © 


Shorter days, as usual, are 
boosting sales of lamps, bulbs and 
all lighting fixtures. The reductions 
in the price set-up on Mazda bulbs 
last spring has apparently brought 
about the desired effect because the 
manufacturers report a considerably 
increased sale for all types. An- 
other factor explaining the increase 
in lamp sales is the “Better Light, 
Better Sight” campaign, encourag- 
ing a definite trend toward higher 
wattages in homes, as well as in in- 


dustrial plants. The new L.E.S. 
lamps so widely advertised this fall 
are arousing better appreciation of 
proper reading light for the home, 
and are emphasing the possibility 
of better lighting in all rooms. 


=e © 


A shortage of skilled labor 
is an actual fact in several indus- 
tries, difficult as this may be to be- 
lieve. Dow-Jones comments: “De- 
spite nearly 10,000,000 mcn out of 
work in this country, sporadic short- 
ages of skilled labor are beginning 
to be felt in widely separated lo- 
calities. Business-men, who take 
the long-range view, are giving seri- 
ous thought to what can be done to 
avert a serious scarcity of expert 
workers in the event of substantial 
further recovery in the heavy in- 
dustries.” 

* * 

Increased tire sales will in- 
crease the payroll of the Mansfield 
Tire & Rubber Company by between 
$400,000 and $500,000 during 1936, 
according to an announcement by 
George W. Stephens, president, who 
predicted a 25 per cent gain in pro- 
duction above any previous peak 
period. The company employs 
1,000 men at peak periods, and 
about 500 during the summer. In- 
creased operations will begin about 
January 1, and new equipment is 
being installed in preparation for 
stepping up production. 


+ # 


Indicated net profit of Butler 
Bros. for the third quarter was 
$411,000, after operating and depre- 
ciation losses during the first six 
months. From July 1 to date the 
volume of the company has shown 
an increase of approximately 4 per 
cent over the same period of 1934, 
with October registering a still bet- 
ter rate of gain. According to the 
company’s president: “Prospects 
for the remainder of the year are 
encouraging. The reluctance of in- 
dependent merchants to buy more 
than bare necessities, which was a 
marked feature throughout the first 
six months, has pretty well dis- 
appeared.” 

* #& 

The dollar value of American 
exports in September increased 15 
per cent over August, 1935, and 3.4 
per cent over September, 1934. The 
excess of exports over imports was 
$36,436,000, a large increase com- 
pared with the figure of $2,000,000 
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The surest way to 
extra profits this fall is to push 
the Brownie All-Wave Antenna. As you 
know, most owners of short wave radios are 
not getting satisfactory reception due to the use of 
an inefficient antenna. Now, with the Brownie you can sell 
a dissatisfied customer a Brownie and the Brownie will re-sell 
the set. Repeated tests have proved that the Brownie will out- 
erform most antennae on the market today, and is outperformed 
none. 
F BUILT ON THE BALANCED DOUBLET SYSTEM 


The Brownie is constructed on the Balanced Doublet System 
with a new e, super-efficient matching transformer and is 
easily installed. And back of every antenna is the experience and 
fine reputation of a long established manufacturer in the electric 
field. @e Cash in on the national advertising campaign, starting 
soon in Colliers and the Saturday Evening Post. Write at once 
for our money-making proposition. 


PORCELAIN PRODUCTS, INC. Dept.C FINDLAY, OHIO 













RI 4 Offers Outstanding Values in 
QUALITY WOODENWARE 
Rich Ladders, Iron- ar 5 

boards an'd other 


woodenware special- 
ties have _ gained 





through quality ma- 
terials and construc- 
tion . . . plus prices 
that permit the deal- 
er to make a good 
profit and meet com- 
petition. Ask your 
jobber. 





1 —Substantially built and stands firm un- 
DUREX lroning Table der pressure. Size 15 x 54 inches. 
Furnished with or without pad. Weight, each 14 lbs. Bundled. 


"BRASS LEADER" Washboard —22_,<imp bin 


surface 11” x 11%”. 
High quality special rolled extra tempered 
brass. Rubbing surface supported by five 











truss dowels. Open back. Six to carton. 
A quality product at an interesting price. 


RICH LADDERS 


All styles .. step, extension, sec- 
tional, platform and many 
others. Rich builds ladders for 
EVERY need. Quality-made of 
selected air-dried clear spruce 
with cadmium-plated hardware. 
serene, safe, light weight, dura- 
e. 
“Get RICH Quick for 
Ladders” 


Write for catalog 


“\" Rich Pump & Ladder Co. 


1028 Depot Street 
Cincinnati, Ohio 




















Business must be regu- 
lated as well as traffic. We stopped 
you just long enough to tell you that 
copy for your Classified Opportuni- 
ties advertisement together with 
your remittance must reach us at 
least 13 days before publication date 
to insure insertion. 


Go to it! 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.+ New York, N. Y. 
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STEEL ‘BELT LACING 
‘a i 2," 


D 


Alligator Steel Belt Lacing “Never 

Lets Go.” The most universally used 

belt lacing on earth. Supplied in steel, 

“Monel Metal,” and alloys in eleven sizes 

for belts up to % in. Standard boxes, 
“Handy Packages,” and long lengths. 


Not sold by any mail order companies 
under its own or any other name. Specify 
“Genuine Alligator Steel Belt Lacing.” 
Order through your jobber. 

Sole Manufacturers 


FLEXIBLE STEEL LACING CO. 
4616 Lexington Street, Chicago 
In England at 135 Finsbury Pavement, London, z.C. 2 
























The 


COCKTAIL SET of 


six 


chrome is a fast-selling 


gift. 


wher 


€VERCRAFT 





BOOST YOUR SHARE 
of the Christmas 


GIFT BUSINESS 


Write Today for the Evercraft Folder 
r 


of Gifts! 
See this large selection of gift articles in chromium 
plate. They will increase Lael store traffic . . . and 


your profits . . . this Christmas. 

















The ESQUIRE 
BRUSH SET 
with two fine 
military 
brushes and a 
comb in deco- 
rated chromium 
rack. A _ per- 
fect gift for 
“Him.” 


No. 5181 
$24.00 doz. net 






FOURSOME 
pieces in gleaming 


Popular every- 


e. 


5124. .$3.35 set net 


Order Today! Immediate ship- 
ment assured. 


THE EVEREDY CO. 
FREDERICK, MARYLAND 














SLIPKNOT 
FRICTION 


PLYM PANY \n 





MANY USES—MANY SALES 


Slipknot Friction Tape is a steady 
repeat seller. Extra adhesive— 
binds tightly—holds securely. Lasts 
longest—never driesout. Edgescan- 
not ravel. in 1, 2, 4 and 8 oz. rolls. 





SLIPKNOT SOLES are easily fitted 
and attached to any size shoe. No 
nails—no stitches. Finest quality 

rubber. 





Outwear 
leather 2 to 


Si1PKNOT SOLES) 
> Ye I; 


ing Colored 
Card with 
Tube of 
Double 
Strength 
Sole Ce- 
ment. Sizes 
for Men’s, 
Women’s 
and Chil- 
dren’s 
Shoes. Sold 
through 
Jobbers. 
Write for 
details to 


PLYMOUTH RUBBER COMPANY, lac. 
Largest Rubberizers of Cloth in the World 
100-200 Revere St. CANTON, MASS. 
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for August. Imports declined 4 per 
cent in value in September, com- 
pared with August, while the average 
in past years has been only 1 per 


cent. 
* * 


The F. W. Woolworth Com- 
pany is said to be testing the markets 
in certain locations with merchandise 
in a price range up to 40 cents, with 
a view to adding new lines to the 
goods now popularized in its chain 
of stores. The tests have been con- 
ducted principally in Canada, and 
it is understood that they have been 
successful in broadening the scope 
of the company’s business. 

* * * 

Business failures in the United 
States for the week ended October 
24, as reported by Dun & Bradstreet, 
totaled 242 compared with 224 in 
the preceding week and 225 a year 
ago. The current figure was the 
highest recorded since the week 
ended May, 2 of this year, when the 
total was 244. 

* & * 

The total of unemployed 
workers in September was 9,466,000, 
according to the regular monthly 


estimate of the National Industrial 
Conference Board. This is a decrease 
of 3.9 per cent from the preceding 
month, and a decrease of 927,000, or 
8.9 per cent below September, 1934. 
Compared with September, 1934, 
unemployment in September, 1935,. 
decreased 26.1 per cent in manufac- 
turing and mechanical industries; 
7.3 per cent in domestic and per- 
sonal service; 4.0 per cent in trans- 
portation; and 7.0 per cent in mis- 
cellaneous industries. 

* * * 


Freight car loadings for the 
week ended October 19 totaled 732,- 
497 cars, or 1,327 below the preced- 
ing week, but an increase of 92,220 
cars above the same week last year. 
Total loadings of freight so far in 
1935 have now jumped ahead of the 
corresponding period of 1934. The 
total for the first forty-two weeks to 
October 19, inclusive, was 25,312,516 
cars, compared with 25,272,584 in 
the same period last year. The 
stimulation in freight traffic in the 
last twelve weeks has offset the 
losses compared to 1934, which were 
general during the first seven months 
of this year. 





Getting Cash Business From Past Due Accounts 


REDIT sales amount to about 

40 per cent of the total busi- 
ness done by the John T. Daub 
Hardware Co., Lansdale, Pa., and 
losses on credit sales are less than 
one-half of one per cent. Customers 
whose accounts are past due are 
courteously advised that their credit 
privileges are suspended until the 
past due accounts are paid. At the 
same time they are advised that 
their cash business is quite welcome. 

“Elimination of credit losses de- 
pends on two things,” says Mr. Daub. 
“Credit should be limited to com- 
paratively small amounts and only 
to customers of good character. Col- 
lection efforts should continue so 
long as there is even the most re- 
mote possibility of making collection. 

“Our policy is to be firm in hold- 
ing down the credit limit and not too 
harsh in forcing collection. We do not 
consider it necessary to lose a cus- 
tomer’s future business because his 
account is past due. If a man cannot 
pay an account promptly we do not 
antagonize him, but try to work with 
him so that he will keep on buying 
for cash and gradually reduce his 
past due account. 

“We have a few accounts on our 
books that run back four years, but 
we are collecting on them from time 
to time, and in the meantime we are 
selling to those customers on a cash 


basis. We don’t jump on a customer 
who owes us money, but we remind 
him continually and eventually he 
pays. 

“Three years ago we sold a stove 
for $55, on which the customer still 
owes us $8. He has been buying for 
cash all the time. A few days ago 
he came to the store and selected 
several dollar’s worth of garden tools, 
with the request that we charge them 
to his account. 

“‘Tisten, John,’ I replied, ‘don’t 
forget that you still owe $8 on the 
stove. After you pay that old ac- 
count, maybe we can give you a 
little credit. Instead of making him 
angry, we made him realize that his 
request wasn’t reasonable. He went 
out and secured the money and came 
back for the tools. Eventually we’re 
going to collect that $8, and in the 
meantime we’ll sell him more goods 
for cash. 

“Of course, these are extreme cases, 
and there are not many of them. We 
extend credit in reasonable amounts 
to those we think are deserving of 
credit, and we do not charge an ac- 
count to loss until we are certain 
that there is no possibility of making 
collection. Our records prove that 
a credit business can be conducted 
without much loss, but a creditor 
must never get the idea that you are 
letting up in your efforts to collect.” 


HARDWARE AGE. 
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= SUPER APEX 

ing 

, or has a zinc coating almost twice as heavy as some other widely and 

13.4. more or less carelessly advertised lines. 

34, On top of this zinc coating there is baked a coat of high quality 

35,. enamel thus reducing corrosion almost to the vanishing point. 

ac- THE LIFE OF SUPER APEX 

aS 5 in “Salt Air,” moisture or gaseous laden climates is almost double 

er- the life of cloth made by the old process. 

> STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 

is- ANTIQUE BRONZE — ALUMINUM 
HANOVER WIRE CLOTH CO. 

he HANOVER, PENNSYLVANIA 

2,- 

d- 

20 
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COMPLETE Line 
of Vaughan’s 
Can Openers 


SLIDING DOOR RAIL 
GARAGE HARDWARE 


ie DOOR LATCHES 
SCREEN HARDWARE 
, STRAP AND TEE HINGES 


HALF SURFACE BUTTS 
MORTISE BUTTS 


oY, gente all the specifications of cnnaetihnes sails 


They turn over 3 times 
as fast. More than 
15,000,000 Safety- Roll 
Can Openers have been 
sold. The demand in- 
creases daily. So why 
bother with unknown 
brands and _ incomplete 


CUPBOARD TURNS 


exacting builders. Acomplete penn 
line; modern in design and built of SASH LIFTS 
the finest materials. 
A catalog presenting the facts 
awaits your request. 


lines? Display the Nation- 
ally Advertised Vaughan 
Can Opener Line. Known 
as the highest quality for 
25 years. Send for prices. 
Can’t be beat for value 
and quick sales. 


| VAUGHAN NOVELTY MFG. CO., Inc. 


oe OO OF BNO 











National Manufacturing Co. 
STERLING *: ILLINOIS 


REMEMBER! 


World’s Largest Manufacturer of +e seen 
3211-25 Carroll Avenue, Chicago, III., U. S. 
































GARDEX 


“Soil-Flow”’ Garden Tools— The Most talked 
about Tools in America. Watch for Announce- 
ment! Write for prices and discounts. 


Desk MICHIGAN CITY 


THE IRWIN AUGER BIT CO. GARDEX Inc., 101” iNoiana 
eee eee ————_—_—— 
SPEEDY PAINT SPRAYER 




















View of Speedy Paint Sprayer No. 850 in work- ELECTRIC 
shop of the Model Home of America, Atlantic City. COMPRESSOR 
Professional type electric spray equipment listing OUTFITS 
as low as $20 and $14. Others $5.00 and up. Auto 

power sprayers list from $2.60 up. Speedy sprayers LIST AS LOW AS 


are professional type for all general painting, var- 
nishing, etc. Low cost makes selling easy. Built 3 20 and “14 


right for long life. 
Dealers: Write for complete details, prices and COMPLETE 
(without motor) 


discounts. 














W. R. BROWN COMPANY - 2014 .N. Major Ave. - CHICAGO 
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The Original 
“HORSESHOE MAGNET” 
HAMMERS 


\ Steel Forgings, Perma- 
\ nent Magnets. The best 
\ magnet hammers on the 
\ market. Give long and 
satisfactory service. The 
] ar 





Hammer holds the tack. 


THUR R. ROBERTSON 
Sele Manufacturer 
596 Atlantic Ave., Boston, Mass. 








Horse & Mule —fer 
Shoes over 
_— 100 

Hand puddied years 

bar iron and 

iron rivets 


BURDEN IRON COMPANY 
TROY, N. Y. 











KEY BLANKS 


OF ALL KINDS 


‘ 





GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U. S. A. 











MOUNTED ON THIS 
"SALESMAN" 
Colertul, fast-selling dis- 

play holds doz. clippers 
35¢ ea. Geed profit. Ask 
log price sheet. 

The H.C. COOK CO. 
ANSONIA, CONN. 








Good 
Management 


* is merely the transmission of 
® the intentions and purposes 
© of the management through 


® the staff to the customers 
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“How to Build 
Telephone Sales” 


HILE a complete nation- 

\ wide survey of methods, 

costs and results of tele- 
phone selling and solicitations in all 
types of stores is yet to be made, an 
individual survey of one depart- 
ment store’s telephone service was 
made recently. The results have 
been set forth by The Stevens-Davis 
Co., Chicago, in a booklet, “How to 
Build Telephone Sales.” Though 
individual store owners outside of 
metropolitan areas, stocking more 
restricted lines or specialties would 
not have the same results, there is 
an indication of what can be done 
with a well organized telephone 
order and sales service. 

In the department store, annual 
profit on the merchandise covered 
by 491 telephone orders, selected at 
random, was found to average 33.2 
per cent on the store’s stock invest- 
ment. This compared favorably 
with the results from the store’s en- 
tire sales. Telephone service appre- 
ciably increased the store’s total 
business. Many customers said they 
weren’t able to make purchases ex- 
cept by telephone. Record showed 
76 per cent of the charge customers 
ordering by telephone also made 
personal visits to the store during 
the 20-day test period. 

Planning, careful study and prep- 
aration to eliminate, as far as pos- 
sible, failures of mechanical and 
human factors upon which success- 
ful telephone selling depends, is 
necessary. 

Catalog all calls by a card, index 
system, which, while not providing 
space for detailed information is 
satisfactory for smaller stores and 
those stocking specialty merchan- 
dise. These cards should record 
the customer’s name, address, tele- 
phone number, date card was made 
out, brief data under “Additional 
Information” about merchandise 
likes, etc. The remainder of card 
and reverse side should list dates of 
calls and names or initials of 
phoners. 

Equipped with a satisfactory rec- 
ord system, the store must also 
check up telephone facilities. Quiet 
and freedom from store traffic and 
customer disturbance, and other an- 
noyances to the phoner, should be 
insured. In smaller stores where a 
telephone sales room is impossible, 
a small booth or at least a telephone 
or an extension in a place protected 


from ordinary store traffic and other 
distractions should be provided. 

The personality of the phoner 
must be considered. A salesperson 
who is excellent behind a counter 
may have a tendency to “fight the 
phone.” Overcoming this tendency, 
even though an ideal voice and man- 
ner may never be acquired, usually 
makes a salesperson a more effec- 
tive merchandise newscaster for his 
or her department than a special 
telephone salesperson lacking back- 
ground or personal acquaintance 
with the customer. 

Telephone selling depends on ap- 
peal to only one sense—hearing. 
The telephone salesperson can’t 
show attractive items, let the cus- 
tomer see color, feel texture, or test 
sturdiness. The entire appeal must 
lie in the spoken word. ' To make 
a verbal appeal effective, the fol- 
lowing are essential: a naturally 
pleasing voice; enthusiasm, con- 
veyed by thé voice; inherent pleas- 
antness and courteousness and men- 
tal alertness. 

Whoever is chosen should be 
thoroughly trained. The aims should 
be a voice that’s pleasant without 
being “sugary;” courteous without 
sounding insincere; and easily un- 
derstood without apparent effort. 

The sales talk for a special sell- 
ing drive must be well planned, not 
a “canned” talk recited parrot-like, 
and the facts thoroughly learned. 
The phoner must have adequate 
knowledge of the merchandise item 
and the store, to be able to answer 
questions and objections intelli- 
gently, and ready for various sales 
resistance which might be met. The 
talk should be worded carefully in 
advance. Collaboration between 
sales or advertising executive and 
the one who is to do the telephoning 
is advisable. The objective is a 
selling talk with proper psycholog- 
ical appeal, couched in terms na- 
tural to the salesperson. 

He or she should have a good 
ground-work in the fundamentals of 
selling; know how to avoid argu- 
ments; how to change another’s 
opinion without seeming to dis- 
agree; how to lead conversation 
back to the call’s main purpose. 

The booklet also contains in- 
formation on coordinating a direct 
mail campaign with the telephone; 
general rules for use of the phone 
and a summary of executive experi- 
ence. 


HARDWARE AGE 











